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STATUS OF THE DTV TRANSITION: 252 DAYS 
AND COUNTING 


TUESDAY, JUNE 10, 2008 

House of Representatives, 

Subcommittee on Telecommunications 

and the Internet, 

Committee on Energy and Commerce, 

Washington, DC. 

The subcommittee met, pursuant to notice, at 9:37 a.m., in room 
2123, Rayburn House Office Building, Hon. Edward J. Markey 
(chairman of the subcommittee) presiding. 

Present: Representatives Markey, Harman, Gonzalez, Eshoo, 
Stupak, Green, Solis, Dingell, Stearns, Upton, Deal, Shimkus, 
Radanovich, Walden, and Terry. 

Staff Present: Amy Levine, Tim Powderly, Mark Seifert, David 
Vogel, Philip Murphy, Neil Fried, and Garrett Golding. 

OPENING STATEMENT OF HON. EDWARD J. MARKEY, A REP- 
RESENTATIVE IN CONGRESS FROM THE COMMONWEALTH 

OF MASSACHUSETTS 

Mr. Markey. Good morning, and welcome to the Subcommittee 
on Telecommunications and the Internet so that we can have a dis- 
cussion about this critical issue that is going to affect every single 
American family. 

As we all know, more people have television sets in their homes 
than have telephones. The television set is the indispensable part 
of American life, and today our subcommittee is having its fifth — 
count them, five — oversight hearing on the digital television transi- 
tion. 

We are now 252 days away from February 17th, 2009, when all 
full-powered TV stations in the country are required to transition 
to digital broadcasting. While February 17th now looms as a mo- 
mentous date in the history of television, it is a date that we are 
endeavoring to have as unmemorable as possible from a consumer 
standpoint. 

And that brings us to the two excellent panels of witnesses who 
can assist the subcommittee this morning. They will help us to 
gauge current consumer and industry preparedness for this transi- 
tion, as well as provide suggestions for programmatic improve- 
ments or other ways to minimize consumer disruption. 

Since our last hearing on this important subject, the first wave 
of converter box coupons mailed to requesting households has now 
expired after 90 days. The NTIA reports that some 16 million cou- 
pons have been requested overall, and that of the approximately 

( 1 ) 
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840,000 coupons that have thus far reached their 90-day expiration 
date, roughly 42 percent of these coupons have been redeemed. As 
more coupons reach the 90-day expiration date, we will have more 
and better data on the rate at which the coupons are being re- 
deemed. This will shed additional light on the potential financial 
and administrative needs for the program. 

Second, the FCC announced recently that on September 8th, a 
pilot test switchover will occur in Wilmington, North Carolina. The 
FCC, NTIA, the DTV Transition Coalition, and local authorities are 
now gearing up for this early shut-off. 

I believe that even if this experiment goes relatively smoothly, 
both the FCC and the NTIA stand to learn something from it that 
can be applied nationally. I applaud the agencies for conducting 
this test and particularly commend the community of Wilmington, 
North Carolina, for its willingness to move forward early. 

Finally, this morning we have new, updated information being 
provided to us by the Government Accountability Office. The GAO 
recently completed a report on the technical aspects of the transi- 
tion that highlighted issues confronting broadcasters and tower 
crews as they prepare to switch over from analog to full-powered 
digital broadcasting. Today the GAO supplements that information 
with its first survey results regarding consumer awareness of tran- 
sition. 

The good news is that the overall percentage of consumers who 
know something is about to happen is quite high: 84 percent. Un- 
fortunately, additional data within the first survey results do raise 
concerns. The GAO results underscore, for instance, that many con- 
sumers do not yet fully understand the ramifications of the transi- 
tion. For example, some 69 percent of the respondents told GAO 
that they believe the transition would not be disruptive or not too 
disruptive to their ability to watch television. Yet 54 percent of the 
these respondents had inadequate or no plans for the transition de- 
spite being at high or medium risk of leaving TV service. 

With respect to the converter box program, only 55 percent of the 
consumers reported being aware of it. In addition, of those con- 
sumers who said they intend to purchase a box, only one-third 
were aware of how to actually obtain a coupon. 

The GAO data also indicates some significant consumer confu- 
sion. For instance, of those consumers considered at risk of losing 
television service, some 45 percent plan inadequate or no action to 
prepare for the transition. Conversely, of those consumers in a low- 
risk category, in other words consumers who should not need con- 
verter boxes because all their TVs are connected to cable or sat- 
ellite service, some 15 percent indicated that they would purchase 
a converter box even though they don’t need one, and 86 percent 
of those households indicated that they would utilize the NTIA pro- 
gram to do so. 

By age groups the GAO found that people age 45 to 64 have the 
highest awareness of the transition, and the respondents 65 and 
over showed slightly lower levels of awareness. The GAO also 
found that ethnic minorities were less likely to have awareness of 
the transition and the rationale behind it. 

All of this early survey data should be closely analyzed and mon- 
itored and should inform the various consumer education cam- 
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paigns, especially among ethnic minorities and other hard-to-reach 
demographics. 

As the GAO conducts additional surveys and analysis, we will 
need to examine how best to calibrate the consumer education cam- 
paigns to yield not only ever greater consumer awareness, but also 
more accurate knowledge across the country about what consumers 
may need to do or not do and how best to prepare the Nation for 
the future of television. 

I look forward to hearing from our witnesses, and I thank you 
all for your willingness to testify before the Telecommunications 
and Internet Subcommittee today. That completes the opening 
statement of the Chair. 

I now turn to recognize the Ranking Member of the sub- 
committee, the gentleman from the State of Florida, Mr. Stearns. 

OPENING STATEMENT OF HON. CLIFF STEARNS, A REP- 
RESENTATIVE IN CONGRESS FROM THE STATE OF FLORIDA 

Mr. Stearns. Good morning, and thank you, Mr. Chairman. 
Thank you for holding this hearing. I think it is timely, and it is 
nice to have our witnesses here. 

We are 252 days away from the transition, so our goal today is 
to get a feel for where we are. Perhaps my opening statement will 
be a little more optimistic than the Chairman. He quotes the GAO, 
which makes their information from phone calls. We will be using 
the Nielsen rating system, which actually has devices at home and 
sends people to the houses, much like we do for a census. So I will 
be using, I think, information that is perhaps a little more accurate 
and I think for that reason is perhaps a little more optimistic. 

Having said all that, it remains vitally important for this sub- 
committee to exercise stringent oversight of the process so that we 
indeed can ensure that on the day after the transition, people will 
not think their TVs are broken and be calling their Congressmen. 
With this in mind, I look forward to our witnesses and this hear- 
ing. 

My colleagues, on February 17th, 2009, as the transition occurs 
for full-powered broadcasters to transmit exclusively in digital for- 
mat, the DTV legislation gives industry the needed incentives, I 
think, to prepare for this transition. And the results are clear: 91 
percent of broadcasters are already transmitting in digital; 68 per- 
cent are already on their post-transition channel; and 68 percent 
are already broadcasting at full strength. As of April 30th, 2008, 
78 percent of households had all their televisions prepared for the 
transition, and 91 percent of households had one or more tele- 
visions prepared for this transition. This means that with more 
than 9 months still to go, only about a little over 9 percent of 
households were relying exclusively on analog over-the-air broad- 
cast and needed to take action to receive programing after this 
transition. 

Now, manufacturers have already designed 87 coupon-eligible 
models of digital-to-analog converter boxes, 87, 21 of which can 
pass through analog low-power signals. The National Tele- 
communications and Information Administration has certified over 
1,800 retailers with nearly 20,000 store locations to accept these 
coupons. Consumers can also redeem coupons from 19 online retail- 
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ers and 7 phone retailers. This is up from the 250 retailers with 
15,000 stores since our last DTV hearing occurred this year in Feb- 
ruary. So obviously progress is being made. 

Now, over 8V2 million households have requested coupons, sug- 
gesting there is awareness, it is not a major problem. NTIA has al- 
ready sent out almost 15 million of the 16 million requested cou- 
pons, nearly 3 million of which have been redeemed. Now, these 
numbers demonstrate that while we still have work to do, we are 
on the path towards what I believe is a smooth transition. 

It is also worth noting that consumer satisfaction with the con- 
verter boxes is off the charts. Retailers say they have never seen 
electronic devices with such a low return rate. 

Furthermore, there is mounting evidence that the educational ef- 
forts of government and the private sector are indeed working. A 
recent survey of the Consumer Electronic Association found that 74 
percent of U.S. adults are aware of the DTV transition, which is 
up from 41 percent in August 2006. I just came back from four 
town meetings over the weekend in central Florida, and I spoke to 
450 people. Every hand in all the town meetings went up; they 
knew about the digital transition. 

Now, this still leaves over a quarter of the people unaware of the 
transition from the statistics I gave you earlier, and I would like 
to hear from our witnesses how to best reach these individuals. I 
think we are on the right track. Among the good news is that, ac- 
cording to Nielsen, seniors are the most prepared demographically. 

I would also like to commend the FCC for setting up a DTV tran- 
sition test in Wilmington, North Carolina. I have mentioned that 
for some time, and I am very pleased that it will take place on Sep- 
tember 8th, 2008. I think it is a good idea to have a test market 
so we can see what works and fix the problems right at the spot. 
Most businesses when they start a new operation do a test market 
to see how it works. 

I caution my colleagues, though, that the focus on Wilmington 
and all the attention it gets up to the transition perhaps could 
make the test unrealistic. I hope the test will not divert govern- 
ment and industry resources from the rest of the country. However, 
even if the test is not completely representative for the rest of the 
country, obviously we will certainly learn some important lessons 
from this demonstration test. So I commend the FCC for this activ- 
ity. 

These are important issues. I thank you, Mr. Chairman, for this 
hearing, and I look forward to hearing from our witnesses. 

Mr. Markey. The gentleman’s time has expired. 

The Chair recognizes the gentleman from Texas, Mr. Gonzalez. 

The Chair recognizes the gentlelady from California, Ms. Eshoo. 

OPENING STATEMENT OF HON. ANNA G. ESHOO, A REP- 
RESENTATIVE IN CONGRESS FROM THE STATE OF CALI- 
FORNIA 

Ms. Eshoo. Thank you, Mr. Chairman, for holding yet another 
hearing on our subcommittee, so that we can make an assessment 
about the progress that we are making on the digital transition. 

First I would like to recommend that every member of the sub- 
committee read an article entitled “The Static in the Digital TV 
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Revolution” that was published in the June 7th National Journal. 
And I would like to ask for unanimous consent that the article be 
submitted into our record. 

Mr. Markey. Without objection, it will be included. 

[The information appears at the conclusion of the hearing.] 

Ms. Eshoo. The thesis of the piece is that broadcasters have 
failed to deliver on the grandiose vision of the DTV transition they 
promised, which were all sorts of new channels dedicated to chil- 
dren’s programs, sports and news. They testified in this very room 
and made these promises as part of their demands for mandatory 
carriage on cable and satellite services. 

Now that we are 250 days from the end of analog television, not 
one commercial broadcaster in my congressional district produces 
additional content on their multicast channels except for a few who 
air the weather radar 24 hours a day. 

There are exceptions to the barren DTV landscape. Public tele- 
vision stations across the country are using their additional chan- 
nels for exciting new programs. In the bay area, KQED has five 
new channels they are broadcasting today. They are a channel 
dedicated to children’s programing and another 24-hour Spanish- 
language channel. 

The article also notes that the Gore Commission recommended 
that broadcasters be mandated to satisfy a minimum threshold for 
news, for public affairs programming and increased election cov- 
erage. These public-interest obligations were not codified in the 
DTV law. To ensure that broadcasters are fulfilling their public-in- 
terest obligations, I introduced the Broadcast Licensing in the Pub- 
lic Interest Act, H.R. 4221, and this legislation attempts to revive 
the public-interest standards that have languished in recent years. 
It reduces a broadcast license term from 8 years to 3. The 3-year 
term will bring greater oversight and accountability to broadcaster 
renewals. 

Secondly, the bill requires that broadcast licensees seeking re- 
newal to demonstrate that they have made a dedication to civic af- 
fairs of their community and to local news gathering. The bill also 
mandates that broadcasters air locally produced programming and 
make a commitment to provide a public presentation of the views 
of candidates and issues related to local, statewide or national elec- 
tion. And finally, it mandates that broadcasters provide quality 
educational programming for children. 

I think we owe it to the American public to ensure that those uti- 
lizing the public broadcast spectrum produce quality programming, 
and one way is to mandate adherence to the public-interest obliga- 
tions. 

So thank you again, Mr. Chairman, for holding this hearing, and 
I look forward to the testimony of the outstanding panel that you 
have assembled. 

Mr. Markey. Thank you. Gentlelady’s time has expired. 

The Chair recognizes the gentleman from Illinois Mr. Shimkus. 

OPENING STATEMENT OF HON. JOHN SHIMKUS, A REP- 
RESENTATIVE IN CONGRESS FROM THE STATE OF ILLINOIS 

Mr. Shimkus. Thank you, Mr. Chairman. 
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Keeping things in perspective of the digital transition, the impor- 
tance of it is to make sure that we get spectrum available to first- 
line responders. We are all concerned about TV signals and stuff. 
I am more concerned about our ability for our first -time responders 
to be able to communicate with each other, the firefighters, and po- 
lice officers. 

We have to keep this whole debate in perspective. No matter 
what we do, no matter how many tax dollars we spend, no matter 
how many millions of dollars the industry spends, we are not going 
to be to a point where there are going to be zero defects once the 
transition occurs. In fact, there will be people who are really going 
to miss it. I liken this to the Medicare D debate. That is why I have 
done op-eds, that is why I have done newsletters, that is why I 
have done press conferences, because I don’t want to be the Mem- 
ber when it comes transition time and my constituents say, well, 
no one told me. So I am trying to do my part to help educate my 
constituents, just like Medicare D. 

Also, Medicare D didn’t affect everybody. It affected the seniors, 
and mostly the seniors who couldn’t afford it. This will affect those 
13 million to 10 million over-the-air people who are receiving over- 
the-air signals. And for those who have cable, for those who have 
direct satellite and other types of methods, this is not going to af- 
fect them. 

I applied for my coupons, I have my coupons. We are going to 
go get our converters. 2.7 million coupons have been redeemed, and 
retailers are saying that the customer satisfaction is high, and 
there are 87 different converter boxes. Twenty-seven have analog 
pass-through features, which is something that we have discussed 
here, that allow low-power broadcasters we are concerned about. 

So the process is working. The sky is not falling. I am excited 
about Wilmington, and I applaud them. I think there will be les- 
sons learned, I appreciate that, and appreciate Chairman Martin 
and the FCC for pushing that. So when we get to the date that we 
will still be surprised, there will still be disappointments and calls, 
but hopefully a little bit less. 

Thank you for having the hearing, Mr. Chairman. I yield back 
my time. 

Mr. Markky. Thank you. The gentleman’s time has expired. 

The Chair recognizes the gentleman from Michigan Mr. Stupak. 

OPENING STATEMENT OF HON. BART STUPAK, A REPRESENT- 
ATIVE IN CONGRESS FROM THE STATE OF MICHIGAN 

Mr. Stupak. Thank you, Chairman Markey, for again holding a 
hearing on the status of the digital television transition. We are 
less than a year away from the DTV analog-to-digital switch. Un- 
fortunately, I have a growing number of concerns about the imple- 
mentation of the DTV transition. 

At the beginning of this year, U.S. households began requesting 
their DTV coupons. When a DTV coupon is sent, a package of infor- 
mation with details on what nearby stores carry converter boxes as 
well as Internet and phone-based ordering options is included. 
However, if you live in Marquette County, Michigan, you will find 
that all of the listed retailers are out of stock and can provide no 
clear date on when a new converter box will arrive. This is a sig- 
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nificant problem. My office has received several calls from those 
who are worried that they won’t find a converter box before their 
coupon expires since they are only given 90 days to use it. 

Recently, a constituent of mine from Negaunee, Michigan, called 
a number of area stores over several weekends waiting for them to 
restock their shelves with converter boxes. Nearing his last 30 days 
on the coupons and frustrated with the process, he called my office 
for help. While my staff could not locate a store with boxes in 
stock, they did find that the local Radio Shack store would take the 
coupon and mail him a box for free when it does become available. 

Why can’t all the retailers process coupons in this same fashion? 
I understand that retailers have joined the DTV transition program 
on a voluntary basis, but consumers need some certainty when 
they will be able to obtain a converter box without having to re- 
peatedly check with stores in their area. 

Another constituent of mine from Petoskey, Michigan, has run 
into the exact same problem of stores not being in stock and no 
date certain of when boxes are coming. In fact, when my staff as- 
sisted him in finding a store, they discovered that one of the five 
nearest stores listed on the DTV2009.gov vendor database isn’t 
even open for business, and that the phone number listed is out of 
service. 

With over 7 months remaining, I am concerned that this is just 
the beginning of the problems my district and others will face. I en- 
courage the NTIA to lift the 90-day expiration date to provide more 
time to those having difficulty finding converter boxes. In addition, 
the NTIA needs to do a better job of making sure that retailers are 
keeping the stores in stock. 

Mr. Chairman, thank you for holding today’s hearing. I look for- 
ward to the testimony of our witnesses, and I hope they will be 
able to alleviate my concerns about the current status of DTV tran- 
sition. 

Mr. Markey. I thank the gentleman. The gentleman’s time has 
expired. 

The Chair recognizes the gentleman from Michigan Mr. Upton. 

OPENING STATEMENT OF HON. FRED UPTON, A REPRESENTA- 
TIVE IN CONGRESS FROM THE STATE OF MICHIGAN 

Mr. Upton. Well, thank you, Mr. Chairman. And I appreciate the 
opportunity to have this hearing as well. I think that it is very im- 
portant we continue to have these snapshots of progress or lack 
thereof in terms of the transition date that you and I worked very 
closely on, along with Chairman Dingell and Mr. Barton. 

We need to remember that the 9/11 Commission’s top rec- 
ommendation was we need to make the transition from analog to 
digital. It was terrible on that day, on 9/11, when our firefighters 
in New York could not communicate with their headquarters folks 
to get out of those buildings. We learned with Katrina that the 
Coast Guard personnel were not able to coordinate efforts with the 
local sheriffs as well in terms of the evacuation. So this transition 
is a big thing, particularly for all of our public safety officers. 

We also knew there would be a slow transition for people to 
make that change from analog to digital, not only to consumers, 
but the broadcasters as well. 
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I must say that I have been pleased with the many, many an- 
nouncements that I have seen not only while I have been here vot- 
ing in the Washington area, but back in southwest Michigan as 
well in terms of the information being passed along to consumers 
about what that change means and whether or not they need to 
apply for a coupon so that they can find a retailer to make that 
transition. 

I would note, too, that for those areas that are somewhat rural, 
my district is fairly diverse. I have a city the size of Kalamazoo, 
100,000 folks, and I have another county in my district that has 
only about a 200-yard stretch of four-lane road, the rest being two- 
lane. But consumers can also redeem coupons from some 19 online 
retailers and 7 phone retailers. I think that is a step certainly in 
the right direction. 

So we have 7 months to go. I think that it is imperative among 
all of us as public servants to help put out that message in terms 
of what that change is going to mean for people that are going to 
require such and provide relief for those that are not going to have 
to make that change. 

Again, Mr. Chairman, I appreciate this hearing and look forward 
to the testimony of all the witnesses, particularly Chairman Mar- 
tin. 

Mr. Markey. The gentleman’s time has expired. 

The Chair recognizes the gentleman from Texas, Mr. Green. 

OPENING STATEMENT OF HON. GENE GREEN, A 
REPRESENTATIVE IN CONGRESS FROM THE STATE OF TEXAS 

Mr. Green. Thank you, Mr. Chairman, for holding this now fifth 
hearing on the DTV transition. Like my colleagues from Illinois 
and quite a lot of Members, we have actually included the applica- 
tion on our newsletter both in Spanish and in English, and we 
have actually walked it to our senior citizen centers where they 
have both on-site nutrition and also Meals-on-Wheels. So there is 
an effort nationwide. 

It seems like issues and problems continue to rise, so continued 
oversight from our committee is essential. In our last DTV hearing, 
I expressed concern about individuals living in nursing homes not 
being able to apply for coupons. Since then I understand that NTIA 
has taken action, and the comment period closed yesterday on an 
NPRN to address this as well as allowing individuals that use P.O. 
Boxes as well as their primary address to apply for coupons. So I 
would like to thank Dr. McGuire-Rivera for NTIA’s work on the 
issue. 

I mention the issues continue to surface, and recently I have 
been hearing from constituents who are concerned about battery- 
powered digital television sets being scarce. I am in Houston, and 
we know with Katrina and Allison and Rita the concern we have 
in our emergency situation. And I have to admit I lost power in my 
house even with Rita, and it wasn’t near my home, but the power 
went out, and we used battery-operated televisions. The issue is 
what is going to happen in an emergency situation where people 
either have to use their radio, where battery power is not unusual, 
but to be able to get to the television. I hope the NTIA and the 
FCC would look at something like battery-powered converter boxes 
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are just nonexistent, but also see what we can do about making 
sure that is available. 

We can get the news through the radio, but a lot of folks also 
like to see the storm on the maps that we have. With the hurricane 
season upon us and the high number of tornadoes we have seen 
across the country, people need to be able to rely on storm coverage 
provided by local television broadcasters. But if their power is 
knocked out, that would not be an option. I hope to hear from wit- 
nesses today on the problem, and I plan to explore it during ques- 
tioning. 

I would like to continue a concern with the outreach to non- 
English speaking households who have — reports and statistics I 
have seen, broadcasters are prepared and well-positioned to com- 
plete the transition and switch off analog in February 2009. The 
persistent problem seems to remain confusion on the part of con- 
sumers and lack of understanding about what needs to be done to 
prepare for the transition and who needs to take action. The prob- 
lem seems to be more prevalent in non-English speaking house- 
holds, and I hope to hear today what additional actions have been 
taken since our last hearing where it generally agreed that this 
was a problem to address. I understand that half the calls taken 
by NTIA on the converter box program are from non-English 
speaking households, which I think highlights the focus on the seg- 
ment of population. It is encouraging I have not heard complaints 
about NTIA not being able to handle these calls, but I think the 
disproportionate number of calls demonstrates that more effort 
needs to be focused on this segment of the population. 

And again, I thank the Chairman for holding the hearing and 
the continuing hearings because all of us want to make sure that 
we do our work up front, because none of us want to wait until 
February of next year and find out from a lot of our constituents 
problems that we should have addressed. 

I yield back my time. 

Mr. Markky. The gentleman’s time has expired. 

The Chair recognizes the gentleman from Michigan, the Chair- 
man of the Full Committee, Mr. Dingell. 

OPENING STATEMENT OF HON. JOHN D. DINGELL, A REP- 
RESENTATIVE IN CONGRESS FROM THE STATE OF MICHI- 
GAN 

Mr. Dingell. Mr. Chairman, first I thank you for the recogni- 
tion; and second, I commend you for your leadership in this matter. 
I wish to welcome our witnesses to the fifth oversight hearing on 
digital television transition, DTV transition, before this sub- 
committee in the 110th Congress. The DTV transition is one of the 
most important telecommunications issues facing this committee 
this year, and time is running out. We need to know whether we 
are ready for it and how it is going to impact upon the people, par- 
ticularly those who have the least. 

In 252 days millions of analog television sets in this country will 
stop receiving full-power broadcast television signals. While broad- 
casters, cable providers, retailers and others have undertaken sig- 
nificant efforts to educate consumers, far too many remain un- 
aware and are ill-prepared for the transition. 
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When 54 percent of the households have inadequate or no plans 
whatsoever for the transition, despite being at risk of losing serv- 
ice, it demonstrates that there is still much to be done before Feb- 
ruary 17, 2009, and your leadership, Mr. Chairman, and the efforts 
of this subcommittee will be an important contributor in finding 
out what is going on and what needs to be done to assure that the 
American public is properly protected. 

Certain recent developments with respect to DTV transition are 
the focus of today’s hearings. Last month the Federal Communica- 
tions Commission, the FCC, announced the test market for the 
DTV transition in Wilmington, North Carolina. On September 8, 
2008, most commercial broadcasters in the Wilmington market will 
go all digital ahead of the national transition deadline of February 
17, 2009. I hope this test market will help identify the issues that 
may need to be addressed before the rest of the Nation undergoes 
the DTV transition next February. 

Next, a recent Government Accountability Office, GAO, consumer 
survey found that 35 percent of the over-the-air homes and 52 per- 
cent of the homes with at least one unconnected analog television 
set are unprepared for the transition. These numbers suggest that 
much remains to be done to educate consumers, including seniors, 
non-English speaking households, as mentioned by my friend Mr. 
Green, and other vulnerable populations. 

Finally, the first DTV converter box coupons have already begun 
to expire, allowing some insight into the redemption rates for the 
converter box coupon program. This should be a matter of very 
great concern to this subcommittee and indeed to the public at 
large. It is my hope that this data will assist us in determining 
whether more money may be needed for this program, or whether 
the FCC will be required to do some tweaking of that part of the 
matter. 

These recent developments raise a number of important ques- 
tions. First, will funding for the TV converter box coupon program 
be sufficient? I have always had doubts about this, and I am curi- 
ous as to whether those fears will be realized. And we will need 
to know whether some consumers will be left without assistance. 

Second, how will NTIA and IBM facilitate the changeover from 
the first phase of the TV converter box program in which any 
household can apply for up to two coupons, to the second phase in 
which coupons are restricted to only over-the-air households? 

Third, will the FCC and NTIA have sufficient resources to edu- 
cate consumers in every community in the same extent as was 
done in the Wilmington test market? I have to confess I have great 
doubts about that, and I hope that the Chairman this morning, 
whom I welcome, will be able to give us some guidance on that 
matter. If not, how much of the actual indicator will be addressed 
for the national transition to this new test market? 

What resources are available to assist consumers who may need 
in-home assistance to set up their converter boxes? If consumers 
hook up their converter box, and it fails to deliver digital signals, 
how will they know whether the converter box is broken, or if a 
new roof-top antenna or other technological fix is needed? 

That raises the question, are we seeing to it that proper instruc- 
tions, and warnings, advices are being given to people who are ap- 
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plying for the coupons, and are they coming with the coupons in 
a way that would enable the receiver of the coupon to act respon- 
sibly in his own interest? 

In some viewing areas a broadcaster’s digital signal will cover 
different areas than a broadcaster’s current analog signal. That 
poses interesting questions and can create some significant hard- 
ship. How will consumers know if they fall inside a broadcaster’s 
analog footprint, but outside the digital footprint? 

These are only a few of the many questions that remain about 
the transition, and we need to have answers if the transition is to 
proceed. I urge the witnesses to address these and other pending 
matters in their testimony. 

I want to thank our witnesses for being here today, and I look 
forward to working with them and everyone else to resolve the 
issues that we still confront. 

Thank you, Mr. Chairman. 

Mr. Markey. I thank the Chairman. 

And now we turn and recognize the gentlelady from California, 
Ms. Harman. 

OPENING STATEMENT OF HON. JANE HARMAN, A REPRESENT- 
ATIVE IN CONGRESS FROM THE STATE OF CALIFORNIA 

Ms. Harman. Thank you, Mr. Chairman. 

I want to take just a moment to bid farewell to a valued staffer, 
Hank Greenberg, who is sitting behind me. He is leaving to what 
you would call Harvard Law School. His extraordinary talent has 
not gone unnoticed by the committee staff, the subcommittee staff, 
or the FCC, and I just want to say he will be sorely missed. 

Mr. Markey. He has to learn to park his car in the Harvard 
Yard, though, or else he is going to get in a lot of trouble. 

Ms. Harman. I am sure he will do that, Mr. Chairman. 

Turning to the subject at hand. Like some of the other members, 
I am less worried about converter boxes and coupons than I am 
about achieving the real goal of the DTV transition, which is inter- 
operability for first responders. The spectrums freed up by the 
transition is one of the keys to fixing the emergency communication 
problems that, as we know, continue to plague our country’s public 
safety users. 

I commend Chairman Martin and his agency for trying for the 
second time to establish a public-private partnership that will cre- 
ate a nationwide interoperable broadband network for our Nation’s 
first responders and give them technology that commercial wireless 
subscribers enjoy. 

I think we can fix the problems that doomed the first auction, 
the lack of clarity that deterred potential bidders, the lack of trans- 
parency on the public safety side of the partnership. To that end 
last month I introduced H.R. 6055, Public Safety Broadband Au- 
thorization Act, which will authorize modest interim funding to 
help the FCC promote a nationwide interoperable public safety 
communications network. It allows the FCC, as I am sure Chair- 
man Martin knows, to make very modest grants to the public safe- 
ty broadband licensee to cover its operating and administrative 
costs, and it bars that licensee from taking outside funds or using 
grant money to repay outstanding debts, the point of which is to 
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eliminate any appearance of conflict of interest. It is a small step. 
The big step is completing finally the transition on time and get- 
ting this public safety spectrum identified and built out. 

Let me finally say that over the weekend in Los Angeles, I met 
with Haim Saban, whose company owns Univision. He was describ- 
ing major efforts that Univision is making to educate consumers 
and to facilitate the DTV transition. Mr. Chairman, I hope that we 
can arrange a briefing for staffers or members on what is hap- 
pening out there. This is the largest Spanish-language communica- 
tions network, and it is impressive to me that they are making 
these efforts. Perhaps others are, too, but there is something to cel- 
ebrate in the private sector in connection with the transition. 

I yield back the balance of my time. 

Mr. Markky. Great. The gentlelady’s time has expired. 

The Chair recognizes the gentleman from Oregon Mr. Walden. 

OPENING STATEMENT OF HON. GREG WALDEN, A REPRESENT- 
ATIVE IN CONGRESS FROM THE STATE OF OREGON 

Mr. Walden. I thank you very much. I want to welcome our pan- 
elists today. 

Thank you, Mr. Chairman, for continuing these oversight hear- 
ings. I think they are very important. I learned years ago, both as 
a broadcaster and when we dealt with some of the satellite issues, 
that somewhere buried in the Constitution is a provision that guar- 
antees access to television the way I have gotten it all along, and 
I think we are all going to find that out in February. 

I will be interested today to hear more about where we are in 
terms of the coupons, how they are being redeemed. I understand 
that there is actually some decent news on that. 

I would like to hear more about the analog pass-through boxes 
and where we stand on that. I think that was an oversight perhaps 
we all missed, that some of these boxes needed to have that pass- 
through capability, and I know there are some now out there on 
the market. I would be curious to see how that is being resolved 
to deal with especially these low-power TV stations that have other 
problems that have to be dealt with. I know we tried to reach a 
consensus in some of the discussions about that. It could play into 
this mix. If there is a big fight about February of next year, you 
wouldn’t want to see these stations go dark during that process 
necessarily, and maybe there is some opportunity there to discuss 
how we might avoid that, at least a pause time. 

And finally, I would like to hear more about what you are hear- 
ing from broadcasters themselves. Having, again, been a radio 
broadcaster, I am a little concerned about everybody trying to 
change out their antennas and other transmission components all 
basically the same day, the same time. In many of our western 
States certainly that means hilltops, mountaintops, accessible 
maybe by snowcap only in February, and a limited number of engi- 
neers. And so I still am concerned about whether consumers may 
have their TVs ready to go, and broadcasters may be snowed out 
literally from being able to make the conversion. If our panelists 
can address those as well, that would be appreciated. 

Thank you, Mr. Chairman, again for your oversight hearings. I 
think it is a very important issue for American consumers. 
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Mr. Markey. The gentleman’s time has expired, and all time for 
opening statements from the members of the subcommittee has ex- 
pired. 

And now we return to our very, very distinguished panel to learn 
about what is happening in the digital transition. Our first witness 
is Kevin Martin, who is the Chairman the Federal Communications 
Commission, and he is here to talk about this new test market in 
Wilmington, North Carolina, that we are all looking forward to 
learning about. 

We welcome you back, Mr. Chairman. Whenever you are ready, 
please begin. 

STATEMENT OF KEVIN J. MARTIN, CHAIRMAN, FEDERAL 
COMMUNICATIONS COMMISSION 

Mr. Martin. Well, thank you and good morning, Chairman Mar- 
key and all the members of the Committee. I certainly thank you 
for inviting me to be here today and to give me a chance to update 
you on the status of the digital transition. 

As mandated by Congress on February 17th, 2009, all full-pow- 
ered television stations in the country will stop broadcasting in 
analog and broadcast exclusively in digital. The DTV transition 
will provide television viewers with movie-quality picture and 
sound and potentially new programing choices. It will also allow us 
to significantly improve public safety communications and usher in 
a new era of advanced wireless services such as the widespread de- 
ployment of broadband. A successful DTV transition will depend 
upon minimizing the burdens placed on consumers and maximizing 
their ability to benefit from it. 

Now, I would like to update you on some of the recent regulatory 
actions and education efforts that we have been undergoing at the 
Commission. The broadcasters are making significant progress in 
converting their facilities to all digital. Almost 1,000 completed con- 
struction and are providing full service to their viewers today. 

We have adopted the final DTV table of allotments, which pro- 
vides over 99 percent of the television stations with their final dig- 
ital channel, and we have adopted the technical procedures and 
roles to guide broadcasters through to the end of the transition. 
Thanks to the staffs efficient processing of construction permits, 
last month we were able to begin accepting applications to expand 
the DTV service area 12 weeks ahead of schedule. 

The Commission’s DTV-related enforcements efforts have focused 
on making sure consumers aren’t taken advantage of during this 
transition. The Commission to date has inspected 3,992 retail 
stores and 37 Web sites. We have issued 361 citations for failing 
to comply with our labeling rules. In the last 2 months, we have 
released NALs against nine retailers, totaling nearly $5 million. 
We released three NALs and seven consent decrees for TVs with 
digital tuners that do not comply with the V-chip regulations, and 
settlements including payments totaling over 3 '/a million in signifi- 
cant compliance measures. 

And finally, our field agents across the country have visited al- 
most 935 stores and interviewed 842 store managers in over 34 
States. To date we have found that the majority of the store man- 
agers are well-informed of the DTV transition and the NTIA con- 
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verter box program. Our field agents follow up at these stores with 
information and tip sheets and conducting staff training sessions as 
they are needed. 

With a little less than 9 months to go, the industry and Commis- 
sion are actively reaching out to consumers to alert them of the 
coming transition and to inform them about the steps they will 
need to take. I commend the industry for the consumer education 
campaign that they have initiated. The CEA, NAB, and APTS have 
all reported significant increases in the percentage of consumers 
who are aware of the upcoming DTV transition from around 40 
percent in 2006 and the beginning of 2007 to almost 80 percent by 
January of this year. 

That more viewers are aware of the transition is a step in the 
right direction. Now we need to make sure we focus on making 
sure that they know what to do to prepare for that transition. A 
recent Consumers Union survey found that 64 percent of con- 
sumers were aware of the transition, but that 74 percent had major 
misconceptions about its impact on them. These surveys are useful 
in helping us identify how we need to focus our efforts and re- 
sources. 

I will give you just a few statistics on the status of our education 
campaign, and more details are available in my written testimony. 
The Commission has conducted more than 1,000 DTV awareness 
sessions around the country, attended more than 200 conferences 
and events, had almost 100 partnership meetings, and made about 
5,750 visits to various organizations around the country to dissemi- 
nate DTV information. 

Almost 4 million pages of our DTV publications have been dis- 
tributed to individual consumers and to consumer agencies and or- 
ganizations. We have distributed 7,700 posters nationwide, and by 
next month we will be displaying DTV education posters in all 
34,000 post offices across the country. The poster we will have in 
the post offices is on display in front of me. We have the billboards 
that we are using across the country on display over here, and 
these are our tip sheets and fact sheets on display in front of me 
as well. We also secured commitments from 36 States to display 
DTV materials in 1,100 Department of Motor Vehicle locations. 

The FCC outreach effort also recognizes that some consumers 
will be disproportionately impacted by the transition or are harder 
to reach than the general population. For instance, we have placed 
special emphasis on reaching seniors. Through the work of our field 
agents, we have distributed information to over 4,000 senior cen- 
ters and almost 1,700 community centers. We have given nearly 
900 presentations at these centers. We are working closely with 
AARP and other senior organizations, presented at their con- 
ferences and participated in interviews with their media. 

We are also taking extra steps to reach non-English speakers 
and minorities who disproportionately rely on over-the-air tele- 
vision. Most, if not all, of our DTV publications are available in 
Spanish. We have conducted 15 DTV awareness sessions, attended 
more than 21 conferences or events, had numerous partnership 
meetings, and made about 72 visits to various organizations all 
specifically targeting the Hispanic population. We have partnered 
with Univision to educate the Spanish-speaking audiences, as Con- 
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gresswoman Harman was mentioning. There are 200 planned town 
hall meetings that will take place over the next few months, and 
the FCC will be partnering with Univision to attend those. The 
FCC is planning to participate in the upcoming conferences includ- 
ing the conference of the United Latin American Citizens, the 
United States Hispanic Chamber of Commerce Annual Expo, and 
the National Council of La Raza conference. 

One step we have taken to target rural viewers has been to place 
DTV transition materials at State and county fairs throughout the 
country. We already have plans to disseminate the transition mate- 
rials to 188 State and county fairs in 25 States. 

Now, earlier this year my colleague, Commissioner Copps, sug- 
gested that the Commission engage in a real-world experiment, 
readying broadcasters and consumers in advance of the upcoming 
digital transition. 

Last month I announced that Wilmington, North Carolina, would 
be the first market in the country to make the transition to digital 
television. The commercial broadcasters serving Wilmington have 
agreed to step up to this challenge. This test market will provide 
the FCC and TIA and other key stakeholders the opportunity to as- 
sess the effectiveness of our outreach and technical efforts. We will 
have ample time to modify these efforts based on the lessons 
learned in advance of the February national transition. 

To prepare the Wilmington consumers, we have exhibited at over 
100 events, we have partnered with 70 local organizations to dis- 
tribute our materials, and over 32,000 publications have been dis- 
tributed to consumers. We have created and distributed radio PSAs 
and displayed four billboards in high-traffic areas. And we created 
a dedicated Web site and tailored posters and FCC publications 
specifically to the Wilmington, North Carolina, market. 

Since the FCC made its announcement, household coupon de- 
mand in Wilmington has increased by 78 percent, and that com- 
pares to a 22 percent increase for the country as a whole. 

In conclusion, the Commission is devoting significant resources to 
facilitating a smooth transition. Nearly every bureau and office at 
the Commission has been involved in this effort, including our field 
offices throughout the country. We intend to take whatever actions 
are necessary to minimize the potential burden the DTV transition 
could impose on consumers and maximize their ability to benefit 
from it. 

The next 3 months for the Wilmington, North Carolina, and 9 
months for the rest of the country will undoubtedly be challenging. 
Nevertheless it is my hope that through the combined efforts of the 
government, industry and advocacy groups, the American con- 
sumers will ultimately reap the rewards that the digital transition 
has to offer. 

Thank you, and I look forward to answering questions you may 
have. 

Mr. Markey. Thank you, Mr. Chairman, very much. 

[The prepared statement of Mr. Martin follows:] 



16 


Written Statement 
Of 


The Honorable Kevin J. Martin 
Chairman 

Federal Communications Commission 


Before the 

Committee on Energy and Commerce, 
Subcommittee on Telecommunications and the Internet 
U.S. House of Representatives 


June 10, 2008 



17 


Good morning Chairman Dingell, Chairman Markey, Ranking Member Barton, Ranking 
Member Steams, and Members of the Committee. Thank you for inviting me here today 
to update you on the status of the digital transition. 

On February 17, 2009, all full power television stations in this country will stop 
broadcasting in analog, and broadcast exclusively in digital, as mandated by Congress in 
the Digital Television and Public Safety Act of 2005. A successful digital transition 
will depend upon minimizing the burdens placed on consumers and maximizing their 
ability to benefit from it. 

The DTV transition will be a historic moment in the evolution of TV. Television viewers 
will be able to enjoy movie quality picture and sound and potentially new programming 
choices. It also will allow us to significantly improve public safety communications and 
usher in a new era of advanced wireless services such as the widespread deployment of 
wireless broadband. 

With a little less than nine months to go until the digital television transition nationally 
the industry and the Commission are actively reaching out to consumers to alert them of 
the coming transition and inform them about the steps they will need to be prepared for 
the transition. I recently announced that on September 8, 2008, Wilmington, North 
Carolina will be the first market in the country to make the transition to digital television 
(DTV). 

The first phase of the consumer education campaign is alerting consumers that the 
transition will occur on Feb. 17, 2009. Numerous reports indicate that consumer 
awareness of the upcoming transition has risen significantly. Last February, CEA 
reported that the percentage of consumers surveyed who were aware of the DTV 
transition jumped from 41% in August 2006 to 74% in January 2008. Similarly, NAB 
reported consumer awareness of the DTV transition more than doubled from 38% in Jan. 
2007 to 79% in Jan. 2008, and that 83% of respondents in exclusively over-the-air 
households reported that they were aware of the transition. In addition, a survey 
published by the Consumers Union in January 2008 found that 64% of consumers were 
aware of the transition. 

Similarly, the Association of Public Television Stations (APTS) issued the findings of a 
survey indicating that consumer awareness of the transition increased from 51% to 76% 
in just three months (from November 2007 to February 2008). In addition APTS finds 
that: “Roughly 62 percent of... over-the-air consuming households who are aware of the 
transition indicated that they would buy a converter box or digital TV set between now 
and when the transition takes effect...” which is up dramatically since November 2006, 
when only “28 percent of over-the-air households said they would take those options.” 

That more and more viewers are aware of the transition is a step in the right direction. 
The next phase of the consumer education campaign emphasizes the actions that 
consumers need to take to be prepared. Specifically, the Consumers Union also found 
that 74% of consumers had “major misconceptions” about the impact of the transition on 
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them. In other words, too many Americans remain confused about what they need to do 
to prepare for it. And APTS found that “17.5 percent of over-the-air consumers who are 
aware of the transition ‘don’t know’ what they will do and roughly 10 percent said they 
would ‘do nothing.’” Taken together, these surveys are valuable research tools to better 
guide our education and outreach efforts over the next nine months. 

This released data also demonstrates that facilitating a successful DTV transition is an 
enormous undertaking. And it is one which no single entity, public or private, can 
achieve alone. Rather it requires the commitment and cooperation of government, 
industry and consumer groups. We have made that commitment and are actively working 
with these important stakeholders. 

Today’s hearing is a welcome opportunity to discuss our work with all of our DTV 
partners both in terms of outreach and education and necessary regulatoiy steps to ensure 
all Americans can share the benefits of this historic digital transition. 

UPDATE ON BROADCASTERS TRANSITION TO DIGITAL 

Last August, the Commission adopted the final DTV table of allotments based on the 
channel elections made by the full power broadcast stations. This order provided 
virtually all (over 99%) of the television stations across the country with their final 
channel assignments for broadcasting in digital following the DTV transition. By 
finalizing broadcasters’ channel allotments, the Commission helped ensure that 
broadcasters could begin making final preparations for their own conversion. 

Nearly two-thirds of full power stations (1172) will remain on the same channel they are 
currently using for digital service. Most of these stations, over 989, have completed 
construction and are already providing full service to their viewers. The remainder, 
roughly 150, are working on completing construction of their full service facilities. One- 
third of full power stations, (roughly 640), are changing channels for their operation after 
the transition and are currently filing construction permit applications, ordering 
equipment, and scheduling tower crews. 

In December of 2007, we also concluded the Third DTV Periodic Review. This Order 
adopted the procedures and rules to guide broadcasters through the end of the transition. 
Among other important decisions, this order adopted the interference standard for post- 
transition applications. The measures the Commission put in place to expedite the 
processing of post-transition construction permits have enabled us to moved forward by 
twelve weeks the beginning date for the filing of applications to expand service areas. 
Since the end of May, full power broadcasters have been able to file requests to maximize 
DTV facilities. 

In the Third DTV Periodic Review, the Commission recognized that stations will need 
flexibility to complete the transition. Consequently we adopted procedures that will 
allow broadcasters to adjust their buildout according to their needs and the needs of their 
viewers. For example, we will consider requests from broadcasters that find it necessary 
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to reduce analog service before the transition date, but they will be required to inform 
their viewers well in advance of any reductions. 

In addition to getting the proper rules in place, it is important that broadcasters’ progress 
be carefully monitored. Accordingly, to enable the Commission to closely track 
broadcasters’ progress toward completing their transition, we required each station to file 
a report on the status of the construction of its post transition facility. All stations have 
submitted the first such report, and nearly 1,000 indicated that they were completely 
finished with their DTV transition. Broadcasters are required to update the Commission 
with any changes to their status as events warrant. In the Third Periodic, the Commission 
committed to send Congress a full report on broadcasters’ DTV build-out in August. 
Broadcasters that have not completed their transition must report again by October 20, 
2008. 

CARRIAGE OF DIGITAL SIGNALS 

Much of the focus of our consumer education efforts has been on the approximately 15% 
of the homes who rely on over-the-air broadcast signals. These efforts have presumed 
that subscribers to cable and satellite will continue to be able to receive digital broadcast 
signals just as they do analog broadcast signals today. It is critical to note, however, that 
our rules needed to be modified to clarify that cable and satellite companies were 
required to carry digital broadcast signals to their customers just as they do the analog 
broadcast signals today. Our goal with both of these Orders was not to expand carriage 
but rather to ensure that the broadcasters’ switch from analog to digital was not used as 
an excuse to stop carrying the broadcasters’ signal in a format that could be viewed by all 
subscribers, including analog cable subscribers. 

Last fall, the Commission adopted an order that guarantees that analog cable subscribers 
will not be left in the cold once broadcasters ceased broadcasting in analog. Specifically, 
the Commission took action to ensure that after the transition, cable operators will 
continue to make every broadcast station’s signal viewable, as the statute requires. As a 
result, we significantly reduced the number of Americans potentially needing a converter 
box to watch broadcast stations post-transition. Making sure the almost 35 million 
households that subscribe to analog cable will be able to continue to watch broadcast 
television after the transition just as they did before allows us to focus our energies on 
assisting the nearly 15 million households that rely exclusively on over-the-air signals. 

The Commission recently adopted an order that will enable satellite subscribers to receive 
digital broadcast signals, as well. The law requires that when a satellite operator chooses 
to carry any local broadcast signals, it must carry all full power local broadcast signals in 
that market. The item recently adopted clarifies that, in such a “local-into-local” market, 
where a full power television station is broadcasting only in digital, the satellite operator 
must carry that digital signal upon request. This clarification is critical to ensuring that 
satellite customers, like cable customers, will continue to receive the same broadcast 
stations they saw the day before the transition on the day after the transition. 
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ENFORCEMENT 

The Commission’s DTV-related enforcement efforts have focused on protecting 
consumers from unknowingly buying televisions that won’t receive broadcast stations 
following the transition. Specifically, we are enforcing three rules: 1) the requirement to 
label any remaining televisions with analog-only tuners; 2) the prohibition on the 
importation and shipment of television receivers without integrated digital tuners; and 3) 
the requirement that the V-Chip functions with the digital technology. In addition, we 
have begun conducting informational interviews of store managers to assess the 
employee training and consumer education efforts of retailers participating in the NTIA 
converter box coupon program. 

With respect to the Commission’s labeling requirement, the Commission has, as of June 
9, 2008, inspected 3992 retail stores and 37 websites and issued 361 citations notifying 
retailers of violations for failing to comply with our rules. Because retailers generally are 
not licensees, we must give them a citation prior to proposing a monetary penalty via 
Notice of Apparent Liability (NAL). On April 10, 2008, we released NALs against seven 
large retailers totaling nearly $4 million. On May 9, 2008, we released another two 
NALs, totaling $465,000. Five additional NALs totaling over $500,000 remain on 
circulation, as of June 9, 2008. In addition to these NALs, the Enforcement Bureau has 
issued another seven NALs worth an additional $96,000. It is my hope that through our 
vigorous enforcement actions, retailers will take concrete actions to avoid consumer 
confusion as the digital transition draws near. 

In addition to our labeling investigations, we are continuing to ensure that no 
manufacturers are importing and shipping analog-only television receivers and 
equipment. We have issued NALs against three companies - Precor; Syntax Brillian 
Corp. and Regent USA, Inc. - for apparent violation of our rules in this area. Two of the 
companies have already paid $421,550 combined; the other will be referred to the 
Department of Justice for collection. 

We also continue our efforts to ensure that the digital tuners comply with the V-Chip 
regulations. As you know, the Commission’s rules require digital television 
manufacturers to include the V-Chip in their equipment and to ensure that their devices 
can adjust to changes in the content advisory system. We began investigating allegations 
that some manufacturers were not complying with our rules. We have released three 
NALs and seven consent decrees with manufacturers to resolve our investigations. The 
voluntary contributions from these orders totaled over $3.4 million and payment has 
already been made to the U.S. Treasury. In addition, the manufacturers agreeing to 
consent decrees have undertaken significant compliance measures to remedy their past 
violations and prevent future ones. 

Finally, as part of our follow-up on the requirements of the recent DTV Consumer 
Education Order, field agents across the country have been interviewing store managers 
at retail establishments offering digital-to-analog converter boxes. As of June 9, 2008, 
Enforcement Bureau field agents have visited 935 stores and conducted 842 interviews in 
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34 states and the Commonwealth of Puerto Rico. Until the Office of Management and 
Budget (OMB) has approved this information collection under the Paperwork Reduction 
Act (PRA), the field agents will confine their interviews to nine retailers with among the 
largest number of stores participating in the NTIA converter box program. Once the 
information collection has received PRA approval, the Bureau will expand its interviews 
to include all participating retailers. To date, the Bureau has found that the majority of 
store managers are well-informed of the digital transition and the NTIA converter box 
program. Some managers, however, appear to need additional training in certain areas, 
e.g., the need of some customers for new antenna equipment, the fact that many low- 
power television stations will not convert to digital broadcasting on February 17, 2009. 
Where such training issues arise, our field agents are providing information tip sheets and 
conducting supplemental training sessions. 

Swift enforcement of all our DTV-related rules is critical to protecting consumers and 
reducing potential confusion. Our activities in this area will continue to be a priority 
during the next 9 months. 


CONSUMER EDUCATION AND OUTREACH 

In order to educate consumers properly, all parties involved in the transition - - the FCC, 
NTIA, the broadcasters, the cable industry, satellite, manufacturers, retailers, consumer 
groups - -need to work together to educate consumers. 

I commend the industry for the consumer education campaigns that they have initiated. 
Specifically, last fall the National Association of Broadcasters (NAB) launched a $700 
million campaign that includes, among other things, television spots, 30 minute education 
programs about DTV and a 100-day countdown to the February 17, 2009 deadline. In 
addition, the National Cable and Telecommunications Association (NCTA) launched a 
$200 million campaign last fall that includes, among other things, sending customer 
communication “tool kits” to all their cable systems nationwide, and distributing 
brochures about the transition at community and public events. 

In February, the Commission adopted an Order that requires commercial full power 
broadcasters to provide on-air information to their viewers about the DTV transition. 
Commercial broadcasters may choose one of two options for compliance, including one 
option that is based on a proposal from NAB for a safe harbor approach, and comply with 
our specific requirement or a safe-harbor plan proposed by the NAB. Although the sets 
of requirements are distinct, all require PSAs and the Commission found that they each 
entail a similar level of commitment and engagement on the part of broadcasters. For 
example, where the first option, initially proposed by the FCC calls for more frequent 
PSAs, the second option, based on the NAB plan, calls for longer ones. All plans require 
quarterly reporting of both mandatory and voluntary outreach and education efforts. This 
will allow the Commission not only to monitor compliance, but also to stay informed of 
the creative approaches being taken by disparate broadcasters all over the country, and 
continue to coordinate transition education efforts. 
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The item also requites MVPDs to provide monthly inserts about the DTV transition in 
their customer billing statements. In addition, we require the partners listed on the 
Commission’s dtv.gov website such as NAB, NCTA, CEA and CERC, as well as the 
winners of the 700 MHZ auction, to provide the Commission with quarterly updates on 
their consumer education efforts. We will also work with the National 
Telecommunications and Information Agency (NTIA) to ensure that the retailers 
participating in the converter box program are appropriately training their employees and 
informing consumers. 

The item also required phone companies participating in the Low Income Federal 
Universal Service Program to provide notice of the transition to their low income Lifeline 
or Link-up customers and potential customers, and manufacturers of some television- 
related devices to provide notice to consumers of the transition’s impact on that 
equipment. Both of these requirements were modified by an Order on Reconsideration 
issued by the Commission in April. That Order gave phone companies greater flexibility 
in complying with our rules by allowing providers to give notice of the transition via 
monthly postcards in lieu of including transition information in customer bills. Also, the 
Order established May 30 as the start date of the manufacture notice requirement in order 
to provide time to reconfigure electronics packaging. The Order also included a Further 
Notice which asked whether MVPDs should have on-air education requirements, and 
whether phone companies should be required to provide notice to all of their customers, 
rather than limiting the requirements to low-income customers. 

In addition to our DTV Consumer Education item, the Commission is actively and 
directly promoting consumer awareness of the upcoming transition through its own 
education and outreach efforts. 

The FCC's consumer outreach effort recognizes that some consumers will be 
disproportionately impacted by the transition, or are harder to reach than the general 
population. As an example, in a February 20008 survey APTS finds that awareness 
varies by demographic groups. They found that 33.2% of African-American respondents 
to their survey said that they had “no idea that transition was taking place.” Similarly, 
APTS found that 28.2% of respondents living in rural areas were unaware of the 
transition, and 18.6% of Hispanics said that they had no idea that the transition was 
taking place. 

Thus, the Commission’s outreach effort places an emphasis on consumers who receive 
their television signals "over-the-air" and on those who are hard to reach and may be 
unaware of the upcoming transition. The Commission has engaged in targeted measures 
to reach these groups, which include senior citizens; non-English speaking and minority 
communities; people with disabilities; low-income individuals; and people living in rural 
and tribal areas. 

We have been forging partnerships, participating in media events, and attending 
conferences, to get the word out. 
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Thus far, over 3.9 million pages of our DTV publications have been distributed to 
individual consumers and to consumer agencies and organizations. In addition, we have 
also distributed over 7700 posters nationwide. 

As a result of feedback we received through our workshops and attending conferences 
and events around the country, we recently created several new publications. We recently 
released a consumer advisory titled “The DTV Transition and Over-the-Air Viewers 
Along US Borders.” In addition, we also created a basic guide (with diagrams & text) on 
how to set up a digital-to-analog converter box. We also recently created a consumer 
advisory to clarify that the “DTV Transition Does Not Require Cable Systems to Switch 
to Digital.” These publications are all available in English & Spanish on our 
www.dtv.gov website. 

In addition, based on consumer feedback, on Thursday, June 19, 2008, the FCC will hold 
a Digital Television (DTV) Consumer Education Workshop on converter boxes. The 
Workshop will address issues related to DTV converter boxes for analog television sets 
that receive signals over-the-air. Specifically, the Workshop will explain how to connect 
DTV converter boxes to analog television sets and will discuss the converter boxes’ 
features, including closed captioning and parental controls. Several manufacturers and 
vendors will display their DTV converter boxes and be available to answer questions 
about them. 

Also, next month DTV education posters will be displayed in all 34,000 post offices 
across the nation. The United States Postal Service estimates that an average of 9 million 
people pass through their post office lobbies each day. 

We have also secured commitments from 36 states, the District of Columbia and Puerto 
Rico to display DTV materials in 1100 Department of Motor Vehicle locations. 
Specifically, we have secured commitments with Alaska, Arizona, Arkansas, California, 
Colorado, the District of Columbia, Delaware, Florida, Georgia, Hawaii, Idaho, Illinois, 
Kentucky, Louisiana, Maine, Massachusetts, Minnesota, Mississippi, Missouri, Montana, 
Nebraska, Nevada, New Hampshire, North Carolina, North Dakota, Ohio, Oklahoma, 
Puerto Rico, Rhode Island, South Carolina, South Dakota, Tennessee, Texas, 
Washington, West Virginia, Wisconsin and Wyoming. 

The FCC also distributed DTV transition awareness information that is being provided to 
all federal government employees. We estimate that this message will reach over 2.5 
million federal employees throughout the country. Since February, we have held Brown 
Bags for 34 agencies in the Washington DC metropolitan area. In the coming weeks, we 
will be holding brown bags for 1 1 more agencies in the area. 

We have also identified and contacted 184 mayoral offices in areas of the country with 
high concentrations of over-the-air households, to help them educate consumers in their 
communities. These efforts have thus far resulted in 46 cities making specific 
commitments ranging from posting and distributing DTV information in public locations 
and at events and conferences, to including information in newsletters and other 
publications, and establishing links to our dtv.gov website, and other efforts unique to 
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their communities. For example, the Mayor’s Office in Great Falls, Montana has been 
sent 21,000 DTV flyers from us to place in their utility bills this Fall. We also received a 
commitment from the Office of the Mayor of Fairbanks, AK to distribute DTV consumer 
education materials. Similarly, the Office of the Mayor of South Bend, IN will be 
including an article about the DTV Transition in the May issue of the city newsletter 
included in the waterworks bills. This will reach 46,000 customers. This particular 
Mayor’s office also plans to follow up with DTV reminders and tips in later monthly 
newsletters. 

In addition, the California Governor’s Office is working with its Emergency Operations 
Centers and Emergency Management Offices statewide to disseminate DTV Transition 
information. Similarly, the North Carolina State Public Health Office has committed to 
distribute DTV consumer education materials. In addition, we have commitments from 
the Austin and Fort Worth Police and Fire Departments in Texas to display DTV 
Transition Awareness posters. 

We also reached out to the country’s major professional sports leagues and have received 
offers to help promote the transition. The National Football League (NFL), the National 
Basketball Association (NBA), the National Hockey League (NHL), Major League 
Baseball (MLB) and NASCAR all agreed to help raise awareness of the transition among 
their fans. For example, the NHL has agreed to run ten 30 second PSAs per day until the 
transition date on their cable channel the NHL Network. 

In February, a contract was awarded to Ketchum to support a broad range of consumer 
education services, including media services, publications, and distribution, that will 
assist and complement the FCC's ongoing work on educating all American consumers 
about the digital television transition. Ketchum arranged a Satellite Media Tour in 
February on local television news around the country in states such as Hawaii, Missouri, 
Texas and Florida to spread the message about the transition. From those seventeen 
interviews, which were aired between February 22 and March 2, Ketchum reported more 
than one million audience impressions. Ketchum is planning similar interviews for the 
month of July, on both radio and television, along with magazine interviews that will be 
published throughout the transition to continue our consumer education efforts. Ketchum 
helped us unify our messaging and make our outreach, including our fact sheets and 
DTV.gov, more consumer-friendly and cohesive. Building on the DTV.gov brand, 
Ketchum has produced and rolled out highway billboards on outdoor advertising space in 
several markets, including Philadelphia, Tampa, and San Francisco. Contracts have been 
finalized in 26 markets and are in progress in 19 others. Ketchum has produced 18 
different radio public service announcements, of varying lengths, featuring myself and 
my fellow Commissioners. They are currently available on DTV.gov as broadcast- 
quality downloads, and Ketchum will be distributing them to full-power radio stations 
nationwide. Ketchum will also be producing and distributing television PSAs and a 
longer-form educational video, all of which will be available both online and from the 
Commission. 
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As I mentioned, we also know that some consumers will be disproportionately impacted 
by the transition or are harder to reach than the population at large. Therefore we have 
been taking specific steps to reach these groups. I would like to take a few minutes to 
describe our efforts targeted at each of these five communities. 

Senior Citizens: 


The Nielsen Company estimates that of the 286million television viewers nationwide, 
and about 10%, are seniors aged 65 years and over. Of the almost 35 million viewers 
who rely exclusively on over-the-air broadcasting, 1 1 .2% or almost 4 million are seniors 
aged 65 and over. Many seniors also face particular challenges gaining access to current, 
reliable information. 

Senior citizens are more likely to have analog television sets and rely exclusively on 
over- the-air broadcasting. 

Commission staff located in field offices throughout the country are also working on 
DTV transition education and outreach. Starting last year, FCC field agents have held 
DTV Awareness Sessions and distributed information to senior centers, libraries and 
other local venues frequented by older Americans. Through the work of our field agents, 
we have been able to reach these consumers in a total of 50 states - ranging from Alaska 
to Florida and two U.S. territories. We have already distributed information to over 4009 
senior centers, and 1698 community centers, which frequently include large numbers of 
seniors, and given nearly 892 presentations with 167 more scheduled in the days ahead. 

We have also partnered with organizations that specifically serve this harder to reach 
population. Last September, we presented two DTV education sessions at the national 
AARP convention in Boston, and we have plans to make similar presentations at this 
year’s convention in Washington, DC. In addition, late last fall, I was interviewed about 
the transition on AARP radio which is broadcast on 170 outlets nationwide reaching 
more than 1 ,000,000 people. I was also interviewed for, and quoted in the early 2008 
issue of AARP’s widely circulated Magazine, which has a circulation of 23.5 million. 
AARP is also regularly including stories on the DTV Transition in their Monthly 
Bulletins. Further, AARP will be distributing DTV information at a series of eight “road 
show” events they will hold around the country from June to September of this year. 

In addition to working with AARP, we have also been working with other senior 
organizations as well. For example, I taped a PSA for Retirement Living TV which 
reaches nearly 30 million homes nationwide. Also I participated in a story about the 
transition for the Erickson Tribune, which is distributed to residents in their retirement 
communities and is read by more than 6 million people. In addition, the Commission 
authored an article that was published in the October 2007 edition of Baltimore’s Senior 
Digest. 

We are also pleased to be partnering with The National Association of Area Agencies on 
Aging (N4A) to cosponsor DTV awareness sessions during the coming year in 
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conjunction with their 655 area offices throughout the nation. For example, we will be 
making a presentation in conjunction with the N4A to 100 seniors in Orangeburg, SC on 
June 24. We are also setting up additional presentations in conjunction with the N4A 
throughout the year. This is a useful opportunity to educate caregivers, social workers 
and others who care for the elderly in their communities. In addition, this July, we will 
be exhibiting and presenting at the N4A’s Annual Conference in Nashville. 

We are also working with the Corporation for National and Community Service: Through 
their Senior Corps, they have agreed to utilize their network of over 500,000 volunteers 
to get the word out on the digital transition through its 741 projects. They will educate 
consumers and offer assistance in hooking up digital to analog converter boxes. 

In addition to working with these organizations, we have and continue to set up 
partnerships with many State Aging Offices. As a result of our efforts, 33 states, the 
District of Columbia, and Puerto Rico have made commitments to disseminate our DTV 
transition materials through their Aging Offices. 

The FCC also held a DTV Workshop focusing on seniors at FCC Headquarters on 
November 8, 2007. It consisted of two panels discussing the transition’s effect on seniors 
plus exhibits hosted by other government and industry organizations. Based on the 
discussions and the relationships formed at that Workshop, we reached out to faith-based 
organizations, provided them with consumer education materials on the transition, and 
continue to follow up with them to answer questions on the transition. 

On May 28, 2008, Congresswoman Eleanor Holmes Norton, hosted a DTV Town Hall 
Meeting for seniors in DC at the FCC. Congresswoman Norton addressed the audience 
and WUSA, Channel 9, anchorwoman J.C. Hayward was the Mistress of Ceremonies. 
This session was held in conjunction with AARP, the DC Office of Aging, the NAB, and 
the National Caucus and Center for the Black Aged. Over 300 seniors attended this event 
which included presentations by NAB and NTIA. I am also pleased that all of the FCC 
Commissioners were able to speak to this enthusiastic group. The program included a 
converter box demonstration and the attendees received materials which included 
applications for converter box coupons. 

In addition, on May 16, the FCC staff conducted a DTV Awareness session as a part of 
Congresswoman Laura Richardson’s “Annual Senior Legislative Luncheon” for over 500 
seniors from the Carson, Compton and Long Beach areas. FCC staff also distributed 
large font DTV one pagers, answered questions and conducted a converter box 
demonstration at the event. They also assisted the seniors in filling out converter box 
coupon applications. 


Non-English Speakers and Minorities: 

People living in minority communities are prominent among the groups being targeted in 
our DTV outreach activities. These communities disproportionately rely on over-the-air 
television reception. For broadcast-only households, about 1 6.5% are headed by persons 
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of Hispanic origin, 15% are headed by an African-American, and 5% are headed by 
someone of Asian descent, according to data from the Nielsen Company. 

So far this year, the FCC has participated in a number of conferences and events reaching 
the Hispanic Community. In May, we participated in Cinco de Mayo festivals in 
Milwaukee, WI and Los Angeles, CA. In April FCC staff exhibited at the Hispanic 
Business and Consumer Expo in Orlando, FL and conducted several DTV transition 
awareness sessions in Puerto Rico. In addition, the staff was also interviewed by two 
major local newspapers, participated in a Telemundo television program, participated in a 
live radio broadcast, and a program on an educational televisions station. 

As I mentioned previously, The Hispanic Chamber of Commerce has agreed to join the 
Commission in conducting DTV awareness sessions at member chambers in the 15 U.S 
cities with the largest number of Hispanic TV homes. On May 28, a member of the FCC 
field staff spoke to the Fresno area Hispanic Chamber of Commerce about the DTV 
transition. In addition, on July 11, FCC staff will address the Hispanic Chamber of 
Commerce of Kansas City at their "Buenos Dias Breakfast" event. In addition, the 
Hispanic chamber of Commerce of Wisconsin has been making our one-page flyers 
available for distribution in their office. 

We have also partnered with Univision to hold DTV awareness sessions at Town Hall 
meetings designed to educate members of its Spanish speaking audience. FCC staff 
recently participated in a Univision Town Hall Meeting in San Francisco on May 17. 

The FCC will also participate in another Univision Town Hall in Brooklyn later this 
month. Also, on April 30, FCC staff participated in Univision’s DTV Road Show in 
Atlanta, GA. Univision also distributed our DTV publications at their December 2007 
DTV town hall meeting in Chicago. Univision also plans to distribute our materials at 
additional town hall meetings around the country throughout the year. Through these 
partnerships, we will reach cities that are home to over 80% of Hispanic communities. 

In addition, the FCC had a booth at the Annual Calle Ocho Camaval (8th Street Carnival) 
in Miami, FL in March 2008. FCC staff also exhibited at the annual meeting of the US 
Hispanic Leadership Institute in Chicago, IL in February 2008. Hundreds of Spanish 
language DTV publications were distributed. 

Additionally, we have taped several on-air interviews regarding the digital transition for 
Univision’s news and public affairs programs airing both in local markets and nationally. 
These interviews were done by Keyla Hemandez-Ulloa the Commission staffer hired to 
spearhead outreach to the Hispanic community and Carmen Scanlon, an attorney in our 
Consumer and Governmental Affairs Bureau. We have been discussing the switch to 
digital on other Hispanic media outlets as well. For example, I did an interview with the 
Hispanic Communications Network, which produces material for radio, television, print 
and Internet that will be distributed to its 230 member radio network in the United States 
and Puerto Rico. 
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We have also been working with other foreign language media outlets as well. In May 
2008, we exhibited at the National Coalition for Asian Pacific American Community 
Development (CAPACD) Annual Conference in Anaheim, CA. Materials were provided 
in Hmong, Vietnamese, Japanese, Chinese, Cambodian and Laotian as well as English. 
We also provided a train-the-trainer session for 1 5 case workers at the Little Tokyo 
Service Center, in Los Angeles, CA. This is a nonprofit organization that serves elderly, 
fixed-income Japanese-Americans serving over 2,000 clients. Also, in May 2008, we 
partnered with the California Public Utilities Commission and KTSF, a major Asian TV 
station in San Francisco, to present an awareness session to over 100 Asian leaders in San 
Francisco, CA. KTSF also handed out 5,000 English/Chinese fact sheets during the 2008 
Chinese New Year celebrations. Previously, in March 2008, we participated in the 
Hmong National Development Annual Conference in Denver, Colorado. 

The FCC held a DTV Workshop focusing on non-English speakers and minorities on 
December 4, 2007. As a result of that Workshop, we will be working with the American 
Libraries Association to conduct a nationally available Internet seminar or “webinar” 
about the DTV transition today for librarians in the Webjunetion Spanish Outreach 
Program. These librarians provide library services to Spanish speakers. Also, as a result 
of input received at the workshop, we translated our DTV one-page flyer into additional 
languages. The one-page flyer ins now available in the following languages: Amharic . 
Arabic, Cambodian, Chinese, French, Hmong, Japanese, Korean, Laotian, Navajo, 
Portuguese, Russian, Tagalog and Vietnamese. 

In addition, we plan to participate in a number of national conventions representing non- 
English speaking and minority consumers in 2008. They include the 78 th Annual 
Conference for League of United Latin American Citizens, U.S. Hispanic Chamber of 
Commerce Annual Expo, the National Council of La Raza Conference, the NAACP 
Convention, the National Urban League Conference, the Japanese-American Citizen’s 
League Conference, the Indiana Black Expo, the Black Expo in Oakland, California, the 
Organization of Chinese Americans National Conference, and the National Congress of 
Vietnamese Americans National Convention. 

People with Disabilities: 

The Commission is continuing a multi-faceted approach in informing people with 
disabilities about the DTV transition. On February 28, 2008, we hosted a DTV 
Workshop dedicated to issues facing people with disabilities. The program featured 
panelists from numerous organizations whose missions are to work directly with, and 
advocate on behalf of, individuals with hearing, vision, speech, physical, and intellectual 
disabilities. It elicited several concrete suggestions that we have implemented. 

For instance, in response to the panelists’ suggestion that we develop “how to” 
information related to the transition, we have drafted a step-by-step guide on how to 
install a digital-to-analog converter box, and posted it on the Commission’s DTV Web 
site, www.DTV.gov . Similarly, in response to general questions at the Workshop 
concerning the availability of video description (descriptions for people who are blind or 
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have other vision disabilities about the setting and/or action in a program when 
information about these visual elements is not contained in the audio portion of the 
program), we have also recently posted a consumer advisory entitled “Video Descriptions 
and the Digital Television Transition”, specifically addressing that issue. 

Another suggestion from panelists was that we utilize national service organizations to 
inform consumers about the transition. Indeed, we have initiated a partnership with the 
Corporation for National and Community Service, and with the United States Department 
of Agriculture’s 4-H office. Finally, we will build upon our workshop by speaking 
directly to organizations that work with and on behalf of people with disabilities, at their 
meetings and conferences. 

I am also pleased to report that www.DTV.gov now features a DTV educational video in 
American Sign Language for the deaf and hard of hearing community. Our most 
commonly utilized publications are available in Braille and audio format and all of our 
fact sheets and advisories are available in large print. In addition, we have two specific 
publications addressing DTV and closed captioning, “Closed Captioning for Digital 
Television,” and Closed Captioning and Digital-to- Analog Converter Boxes for Viewing 
Free Over-the-Air Programming on Analog Televisions.” The Commission also has a 
dedicated email box for closed captioning questions at closedcaptioning@.fcc.gov . 

Commission staff continues to attend conferences to distribute DTV educational 
materials to people with disabilities. For example, the FCC has attended and provided 
DTV materials at the National Black Deaf Advocates Conference, the Vocational and 
Educational Services for Individuals with Disabilities Conference and the Emergency 
Planning and Response for Special Needs and Disabilities Conference. 

In addition, in May an FCC staffer presented at the California Public Utilities 
Commission’s Deaf and Disabled Telecommunications Program Joint Committees 
Meeting. 

In 2008, FCC staff will continue to participate in a number of disability conferences and 
events around the country. This week, we will be presenting at the Hearing Loss 
Association of America (“HLAA”) convention. Also this year, we will be participating in 
the following conferences, the American Council for the Blind’s Annual Convention, the 
National Association of the Deaf s Annual Convention, the World Congress On 
Disabilities, the Summer Quarterly Meeting of the National Council on Disabilities, and 
Deaf Awareness Month events with the New York State Department of Education. 

In all, we are collaborating broadly with disability advocacy groups and outreach 
organizations. For instance, the Hearing Loss Association of America (“HLAA”) is 
already linking to our DTV informational materials on its website, which receives 
approximately one million hits per month. In addition, HLAA has committed to publish 
later this spring an article on DTV and closed captioning in Hearing Loss Magazine, 
which is estimated to reach a readership of 200,000 people. Likewise, later this spring 
the article will be published in the “Blue Book” Resource Guide of Telecommunications 
for the Deaf, Inc. (“TDI”), with a readership of up to an estimated 100,000 people, and 
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eventually posted online at TDI’s website, which receives approximately 88,000 hits per 
month. 

Furthermore, HLAA has 200 local and regional chapters around the country, and we will 
conduct DTV Awareness Sessions at their monthly meetings throughout the course of the 
year. Since March 11, with the assistance of our Enforcement Bureau's Field Agents, 
FCC staff has made presentations at 1 1 HLAA meetings around the country. We have 
seven more meetings scheduled as a result of this partnership through the fall. We also 
are utilizing our Enforcement Bureau's Field Office staff and CGB staff to distribute 
DTV informational and educational materials at HLAA's "Walk4Hearing" events across 
the country taking place this spring through the fall. Thus far, the FCC has distributed 
DTV informational and educational materials at HLAA's "Walk4Hearing" events at 
Safety Harbor (Tampa), FL (April 12), Atlanta, GA (April 19), Greater St. Louis, MO 
(April 26), Longmont, CO (May 3), Westchester/Mid-Hudson, NY (May 3), SE 
Michigan (May 3), and Rochester, NY (May 4), Columbus Ohio (June 7). EB Field 
Office and CGB staff will continue to distribute such materials at “Walk4Hearing” events 
across the country taking place later this Summer through the Fall. 

Low Income Consumers: 


Low-income households generally rely more on over-the-air television signals due to the 
high costs of paid subscription services. Television households earning less than $20,000 
are more than twice as likely to rely exclusively on broadcast television as an average 
U.S. household. Also, low-income households are likely to have low literacy rates and 
otherwise may have limited access to information resources such as the Internet. The 
critical components of our outreach to low-income consumers include our collaborative 
efforts with the leadership of consumer organizations and federal, state and local agencies 
representing consumers with low incomes, and our participation in events and 
conferences through which we distribute educational materials directly to consumers. 

The Commission is also taking specific steps to inform low-income consumers about the 
transition to all digital broadcasting. We have forged a partnership with the Department 
of Health and Human Services to assist the FCC in disseminating DTV material to target 
populations, including low-income consumers. HRSA (Health Resources and Services 
Administration) has forwarded FCC DTV information to approximately 4,000 grantee 
organizations, and the message also went out to groups like the state Primary Care 
Offices and Primary Care Associations and the National Association for Community 
Health Centers - organizations which represent many more non-Federally funded health 
centers and clinics nationwide. HRSA asked these organizations to post and distribute 
our DTV flyer in their clinics and to distribute information to patients. ACF 
(Administration for Children and Families) is distributing information through their 1,600 
Head Start grantees, covering more than 1 8,000 centers around the country. The 
Substance Abuse and Mental Health Services Administration (SAMHSA) is distributing 
DTV flyers to approximately 50,000 individuals each month who call requesting 
information. Other HHS agencies are also distributing our flyers, displaying our posters 
and linking to our dtv.gov Web page. 
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We have contacted social worker associations in each of the 50 states, plus the District of 
Columbia and Puerto Rico, and thus far have received commitments from 22 of them to 
assist us in getting the word out about the DTV transition. These include publishing 
DTV information in their monthly newsletters, and distributing DTV materials at events 
and conferences, so that visitors to their web pages can obtain more detailed information 
about the DTV transition and the steps they may need to take to prepare for it. 

We have also reached out to representatives of the state health departments in each of the 
50 states and U.S. territories, and thus far have received commitments from 33 of them to 
assist in distributing DTV awareness materials to the consumers they interact with on a 
regular basis. These include, for example, posting DTV materials in their service and 
waiting areas, distributing our fact sheets and other publications at events attended by 
consumers, and inserting DTV information in mailings to consumers, so that visitors to 
their web pages can obtain more detailed information about the DTV transition and the 
steps they may need to take to prepare for it. 

As a result of this outreach, we recently exhibited at the Puerto Rico (March 2008), 
Maryland (March 2008), West Virginia (April 2008), and New Jersey (May 2008) 
state/territory chapter meetings of die National Social Worker Association. 

In late February, we posted a simplified DTV one-page flyer on our Web site, and have 
offered it for distribution to all our partners. This was developed in response to requests 
for a more streamlined, non technical, and easy to read DTV informational flyer. 

In addition, on April 1, 2008, the FCC sponsored a DTV Consumer Education Workshop 
focusing on reaching low-income consumers. As a result of our panel discussions, we 
received several positive suggestions and offers of assistance from our panelists on how 
best to reach members of their constituencies with information on the DTV transition. 

We will be providing the organizations represented with DTV informational materials 
such as our posters, flyers, and fact sheets that can be displayed at their events and 
facilities throughout the country. The National Energy Assistance Directors Association 
offered to provide DTV information to low income consumers who sign up for their 
program. We also received a suggestion to submit translated DTV articles to local 
foreign language publications in cities that have high concentrations of foreign language 
speakers. Often, these publications are the primary source of news and public interest 
information for these consumers. In addition, as noted earlier, all eligible 
telecommunications carriers (“ETCs”) that receive federal universal service funds are 
now required to provide DTV transition information in the monthly bills of their 
Lifeline/Link-Up customers. 


Rural and Tribal Consumers: 

Within rural counties, 15% of television households rely exclusively on over-the-air 
reception. According to a survey commissioned by APTS in February, rural households 
are also less likely to be aware of the digital transition. Of survey respondents living in 
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rural areas, 28.2% stated that they had no idea that the transition to digital television 
would take place, vs. 18.2% of respondents living within urban areas. We have focused 
our efforts on collaborative efforts with the leadership of consumer organizations and 
tribal and government agencies serving people in rural areas, and participation in events 
and conferences. 

The Commission is also taking specific steps to inform people living in rural areas and on 
tribal lands about the transition to all digital broadcasting. For example, the Commission 
recently established a partnership with the United States Department of Agriculture’s 4-H 
office. On April 1, 2008, the FCC, with NTIA and USDA, participated in the annual 4-H 
Youth leadership conference and presented two “Train the Trainer” seminars to 
approximately 100 youth members of 4-H chapters from the various states. FCC staff 
provided information which these youth representatives and their colleagues back home 
can use to conduct awareness sessions in their communities. In addition, each 
participating representative will receive a “DTV Outreach Tool Kit” containing more 
extensive materials for conducting their outreach sessions. We understand that the DTV 
outreach that will be performed by these young community leaders will assist them in 
meeting the community service requirements of their 4-H membership. 4-H youth 
throughout the country have been particularly responsive to our offers to work with them 
to educate consumers in their local communities. We have currently received requests 
from 4-H representatives in 25 states for over 1 .4 million copies of our one page flyer to 
distribute in their local communities. These include 58,000 Spanish language copies and 
143,000 large print copies. In addition, they have requested 1 ,000 copies of our DTV 
transition posters to display. 

Another important component of our partnership with USDA is the placement of DTV 
transition educational materials at state and county fairs throughout the country via 
sponsoring 4-H chapters and local extension service professionals. Our DTV transition 
materials will be disseminated to 1 88 state and county fairs in 25 states. 

Also, FCC officials presented DTV information at a series of events in Anchorage, 
Alaska in May 2008. The FCC addressed the Alaska Telephone Association Convention 
in Anchorage. In addition, the outreach events included a Congressional Awareness 
Session attended by Senator Ted Stevens. Examples of other events include 
presentations to the Alaska Chapter of the Hearing Loss Association of America, the 
Anchorage Rotary Club, and the Mananushka Amateur Radio Association. As a result of 
our outreach in Alaska, we are working to translate our one-page flyer into the Alaskan 
Native language of Yupik by the end of the month. 

While in Alaska, FCC officials also conducted broadcast interviews with station KTUU, 
KIMO and KTVA in Anchorage. In addition, the FCC conducted an interview with the 
Anchorage Daily News. 

We also have forged a partnership with the Bureau of Indian Affairs. This collaboration 
has resulted in the distribution of DTV materials throughout Indian Country, utilizing all 
50 of their nationwide area offices. Commission staff has attended and provided DTV 
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materials at the National Conference of American Indians, and the Rural TeleCon 
Conference, with many additional events planned for this year such as participation in the 
National Association of Development Organizations in Alaska Conference and the 
Affiliated Tribes of Northwest Indians Annual Conference. 

So far this year, we have presented at a number of tribal conferences. In May 2008, we 
exhibited and presented at the National American Indian Housing Conference in Seattle, 
WA. In March, we distributed DTV materials at NCAI’s Executive Council Meeting, in 
Washington, DC. In addition, in February we presented at United South and Eastern 
Tribes (USET) Annual Impact Week, in Arlington, VA . In November 2007, FCC staff 
presented DTV sessions at the National Conference of American Indians (NCAI) in 
Denver, CO. In support of our partnership, NCAI passed a resolution recognizing the 
importance of the DTV transition and the impact on consumers, and committing their 
organization to working with us on DTV consumer education. The FCC will also be 
sponsoring an Indian Telecommunications Initiative (ITI) in Salt Lake City, UT in July 
2008. The event will include DTV outreach to numerous tribal communities. 

In addition, The FCC partnered with the Appalachian Regional Commission (ARC) and 
the National Association of Development Organizations (NADO) to have an exhibit 
booth at a joint ARC/NADO legislative event in Washington in February 2008, and to 
work on other outreach opportunities with both organizations. The FCC also exhibited in 
May at the Iowa Medicare Rural Hospital Flex Program Conference in Des Moines, 

Iowa. 

Finally, on January 31, 2008, we held a workshop at Commission headquarters focused 
on reaching rural consumers and consumers living on tribal lands. We received many 
useful suggestions at this workshop on how to better reach these communities. For 
instance, our DTV one page informational flyer is now available in Navajo, one of the 
most-spoken Native American languages in the United States. 

THE EARLY TRANSITION IN WILMINGTON, NORTH CAROLINA 

On March 3, 2008, my colleague, Commissioner Michael Copps, suggested that the 
Commission engage in real-world experience readying broadcasters and consumers in 
advance of the upcoming digital transition. 

On May 8, 2008, 1 announced that Wilmington, North Carolina will be the first market in 
the country to make the transition to digital television (DTV). I commend the Wilmington 
broadcasters for their pioneer spirit to go first to help the entire country prepare for the 
final transition to digital. 

The commercial broadcasters serving the Wilmington television market have agreed to 
step up to the challenges of premiering the nation’s DTV transition. They will all turn off 
their analog signals at noon on September 8, 2008. Beginning at 12:00pm on September 
8, 2008, these local stations, WWAY (ABC), WSFX-TV (FOX), WECT (NBC),WILM- 
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LP (CBS) and W51CW (Trinity Broadcasting), will broadcast only digital signals to their 
viewers in the five North Carolina counties that comprise this television market. 

This test market will be an early transition that will give broadcasters and consumers a 
chance to experience in advance the upcoming DTV transition. The early transition in 
this area will provide the FCC, NTIA, and other key stakeholders an opportunity to assess 
the effectiveness of their outreach and education efforts, and provide ample time to 
modify these efforts based on lessons learned, to help prepare the rest of the nation for 
the DTV transition. 

The Commission is coordinating with local officials and community groups to accelerate 
and broaden consumer education outreach efforts. The outreach will focus on the special 
transition date for Wilmington and the steps viewers may need to take to be ready by 
September. 

The Commission will use the test market as an opportunity to work very closely in 
advance with broadcasters, viewers, cable companies and others who will be affected to 
anticipate and address any problems. The Commission is also coordinating with NTIA 
and local retailers to be sure that digital-to-analog converter boxes are readily available in 
local stores for consumers who rely on over-the-air service and have analog televisions. 

The Wilmington PBS station, WUNJ, will continue broadcasting in both analog and 
digital. One other low power station that has its digital channel assignment will continue 
broadcasting an analog signal. 

I’d like to take a few moments to summarize our efforts and results to date: 

We are working closely with three key industry stakeholders in Wilmington, the 
broadcasters to ensure that they are technically ready to transition early, the cable and 
satellite providers, and the electronics retailers who are certified to sell digital-to-analog 
converter boxes. 

A Wilmington team, comprised of FCC staffers, is on the ground and has already met 
with, presented to, or exhibited at over 100 events. Their initial outreach focus was to 
contact, educate, and engage local government officials in all 5 of the impacted counties. 
On May 27, we culminated the initial outreach phase with a government officials “Town 
Hall” that was hosted by the University of North Carolina, Wilmington. At this session 
we also invited and had in attendance our key industry stakeholders so that we could 
ensure regional coordination on our outreach efforts. 

To date, partnerships have been formed with 70 organizations. These organizations have 
agreed to distribute our materials through their contact channels and we have trained staff 
at organizations to recognize the need of their clients with respect to the DTV transition 
and help their clients successfully complete the transition. These partnerships are key in 
reaching our “at risk” consumers. 
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To date, over 32,000 publications have been distributed. This total includes the 
disbursement of our Wilmington specific one-pagers in English and Spanish, NTIA 
coupon applications, and posters which will be displayed in hundreds of locations 
throughout the DMA. 

Ketchum, our outside PR consultant created radio PSAs, and outside billboard 
advertising, specific to the Wilmington market, highlighting the early transition. 
Specifically, four billboards will go up this month in the following high traffic areas: by 
the USS Carolina Memorial, on 1-40 on the Pender/New Hanover County border, on the 
east side of Highway 421 in the Carolina Beach area, and on Highway 421 near the 1-1 40 
interchange. In addition, Ketchum created six radio PSA’s produced and distributed to 
all full power radio stations in the DMA. 

To date, twenty local newspaper articles and television stories have ran on the transition 
in the Wilmington DMA. Initial coverage focused on Wilmington as the test market. 
Coverage is now moving to stories on outreach activities. Media outlets and county 
newsletter editors are requesting regular press releases highlighting outreach efforts in 
their specific locales. 

USPS has agreed to showcase Wilmington specific DTV transition posters in all post 
offices throughout the DMA. They will be in place from early July through October 3 1 . 

We have created a dedicated website, have tailored posters and FCC publications for the 
Wilmington, NC market that we have and will continue to distribute to local county 
officials and city government officials, library systems, schools, faith-based 
organizations, hospitals, sports leagues, senior centers, and other local grass roots and 
community-based organizations. 

I would also note that since the FCC made its announcement of the Wilmington test 
market on May 8, household coupon demand has increased by 78 percent in the DMA. 
This compares to 22 percent for the country as a whole. 


CONCLUSION 

The Commission is devoting significant resources to facilitate a smooth transition. 

Nearly every Bureau and Office at the Commission has been involved in this effort 
including our field offices throughout the country. 

We intend to take whatever actions are necessary to minimize the potential burden the 
digital transition could impose on consumers and maximize their ability to benefit from 
it. The next 3 months for Wilmington, North Carolina and 9 months for the rest of the 
country will undoubtedly be challenging. Nevertheless, it is my hope that through the 
combined efforts of government, industry and advocacy groups American consumers will 
reap the rewards that the digital transition has to offer. 
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Summary of Written Statement of 
The Honorable Kevin J. Martin 
Chairman 

Federal Communications Commission 
June 10, 2008 

On February 1 7, 2009, all full power television stations in this country will stop 
broadcasting in analog, and broadcast exclusively in digital, as mandated by Congress in 
the Digital Television and Public Safety Act of 2005. A successful digital transition 
will depend upon minimizing the burdens placed on consumers and maximizing their 
ability to benefit from it. 

The DTV transition will be a historic moment in the evolution of TV. Television viewers 
will be able to enjoy movie quality picture and sound and potentially new programming 
choices. It also will allow us to significantly improve public safety communications and 
usher in a new era of advanced wireless services such as the widespread deployment of 
wireless broadband. 

With a little less than nine months to go until the digital television transition nationally 
the industry and the Commission are actively reaching out to consumers to alert them of 
the coming transition and inform them about the steps they will need to be prepared for 
the transition. 

On March 3, 2008, my colleague, Commissioner Michael Copps, suggested that the 
Commission engage in real-world experience readying broadcasters and consumers in 
advance of the upcoming digital transition. 

On May 8, 2008, 1 announced that Wilmington, North Carolina will be the first market in 
the country to make the transition to digital television (DTV). I commend the Wilmington 
broadcasters for their pioneer spirit to go first to help the entire country prepare for the 
final transition to digital. 

The commercial broadcasters serving the Wilmington television market have agreed to 
step up to the challenges of premiering the nation’s DTV transition. They will all turn off 
their analog signals at noon on September 8, 2008 and will broadcast only digital signals 
to their viewers in the five North Carolina counties that comprise this television market. 

This test market will be an early transition that will give broadcasters and consumers a 
chance to experience in advance the upcoming DTV transition. The early transition in 
this area will provide the FCC, NTIA, and other key stakeholders an opportunity to assess 
the effectiveness of their outreach and education efforts, and provide ample time to 
modify these efforts based on lessons learned, to help prepare the rest of the nation for 
the DTV transition. 
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Mr. Markey. Now we will hear from Bernadette McGuire-Rivera, 
who is the Associate Administrator of the National Telecommuni- 
cations Administration, and she is here to speak about the redemp- 
tion rates of the DTV converter box program. Welcome. 

STATEMENT OF BERNADETTE MCGUIRE-RIVERA, PH.D., ASSO- 
CIATE ADMINISTRATOR, OFFICE OF TELECOMMUNICATIONS 

AND INFORMATION APPLICATIONS, NATIONAL TELE- 
COMMUNICATIONS AND INFORMATION ADMINISTRATION, 

U.S. DEPARTMENT OF COMMERCE 

Ms. McGuire-Rivera. Thank you, Chairman Markey, Ranking 
Member Stearns. I appreciate the opportunity to testify today 
about the progress of the TV converter box coupon program. 

When Acting Assistant Secretary Baker appeared before the sub- 
committee in February, we were off to a very strong start now, and 
its 6-month interest in the coupon program remains very high. 

As many of you have noted, we have received 8V2 million re- 
quests for 16 million coupons. Requests are now averaging approxi- 
mately 104,000 a day. Half of the requesting households say they 
rely exclusively on over-the-air television. An initial backlog due to 
high demand has been eliminated, and now all coupons are proc- 
essed timely and are mailed within 10 to 15 days after we receive 
the request. 

NTIA recognizes the Committee and everyone interested in the 
coupon program was interested in the redemption rates. That real- 
ly was our big news for this week. The first 800,000 coupons ex- 
pired, and of those, 42 percent have been used. I want to caution 
everyone, though, that this is a very small sample. The first 800 
really came in in the first few days, many in the wee hours of New 
Year’s Day. And I have a funny feeling almost everyone in this 
room was in that first day’s order. So these consumers may be a 
little different. We will be updating this data. 

We have estimated that by July 1st, 3-1/2 million coupons will 
have completed the full cycle. By that time we should have a ro- 
bust estimate of what redemption will actually be, but we will keep 
the committee up to date on redemption data as we get it, as we 
begin to analyze it. 

Now, all the progress we have made to date is tied directly to the 
voluntary participation of NTIA partners in private industry, in the 
nonprofit sector and in government. Thanks to the consumer elec- 
tronic manufacturers, certified converter boxes are widely avail- 
able. NTIA has certified 87 models; 21 have analog pass-through 
capability. The retailers on the next panel will talk to you about 
we are getting those into the stores. 

As of today 3 million boxes have been purchased using a coupon, 
and as you noted, people seem to be very happy with the perform- 
ance of the boxes. Thanks to our 1,800 participating electronics re- 
tailers, we have 19,000 stores where boxes are available. This in- 
cludes seven of the largest consumer electronics chains, hundreds 
of regional retailers and smaller local stores. 

The program has retailers in all 50 States and every DMA as 
well as Guam, Puerto Rico, and the U.S. Virgin Islands. Consumers 
can also order from 19 online retailers or call 7 telephone retailers. 
Manufacturing organizations such as CEA and CERC continue to 
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be very helpful in providing information to consumers about how 
to use the boxes and helping the program. 

Consumer education is our number one priority both for NTIA 
and the Commerce Department. Secretary Gutierrez and Acting 
Secretary Baker regularly make public appearances, give press 
interviews, and work closely with staff in planning and execution 
of the program. 

In this next phase of our program, we want to move from just 
awareness to awareness and action. Our message, which should be 
at the end of this week on the front of the Commerce Department, 
is “Experience the Benefits.” We right now want people to not only 
know about the coupon program and order the coupon, but go out 
and buy the box, because right now the majority of people can ex- 
perience a much better television picture with the box. But also, 
our motivation behind that is we do not want a rush at the end 
of the year. It is important that people now start to buy the boxes, 
get them in place so we do not have people coming in waiting until 
February 1st to get their boxes. 

The level of consumer participation, I think, is very strong evi- 
dence in the coupon orders that the program is working. We now 
have 272 nonprofit partners that are very helpful in spreading the 
word about the coupon program. We specifically look for partners 
that have close ties to the vulnerable populations; for example, 
AARP, the Leadership Conference on Civil Rights, The American 
Council of the Blind, Goodwill Industry, the National Council of La 
Raza, the National Congress of American Indians, and the National 
Grange. 

Now, seniors, of course, are a very important audience. We are 
conducting the rulemaking to make residents of nursing homes and 
other senior facilities available, make them eligible for coupons. 
That comment period closed last night, and you have our commit- 
ment that we will work as quickly as possible to complete this rule- 
making. 

We are also keenly aware of the need to reach out to commu- 
nities where the primary language may not be English. All of our 
materials are available in both English and Spanish, and we have 
150 different languages that are available for people to order cou- 
pons with at the call center. About 40 percent of all the calls going 
into the call center right now are in Spanish. We are working very 
closely with Univision, Telemundo. We will be going to La Raza 
and doing a special event with Univision. I reinforce that these 
groups have done a terrific job. And everytime Univision does any- 
thing, we know to have that call center doubled up, because they 
really generate the calls. 

We also participated in the beginning of the month with the con- 
gressional tricaucus meeting that was put together by Representa- 
tive Solis, which focused on the needs of Black, Latino, and Asian- 
Pacific Americans. 

NAB, NCTA and the media industries really have been out- 
standing partners. Every day television stations and cable channels 
across the country carry public service announcements about the 
coupon program. We believe they have a lot to do with our 104,000 
calls a day. 
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NTIA has been working with other Federal agencies to educate 
other vulnerable populations. For example, the Veterans Adminis- 
tration, the USDA food stamp program, and HHS’s Office of Com- 
munity Service are all including information about the coupon pro- 
gram in publications and mailings to their constituencies. We also 
are working with the post office to place coupon applications in all 
the post offices. 

Of course, one of our most important government partners is the 
FCC, and we will be collaborating very closely with the Commis- 
sioner. 

Mr. Markky. If you could summarize. 

Ms. McGuire-Rivera. We will be in Wilmington. We have adopt- 
ed all our materials for Wilmington. In fact, we will be going down 
there tonight to do some special work on the seniors and nursing 
homes. 

In closing, I want to remind you if you want to learn more about 
it, the box and the materials are in the Rayburn cafeteria. Thank 
you very much. 

Mr. Markey. Thank you so much. 

[The prepared statement of Ms. McGuire-Rivera follows:] 
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Testimony of Dr. Bernadette McGuire-Rivera 
Associate Administrator 

National Telecommunications and Information Administration 
U.S. Department of Commerce 

Before the 

Subcommittee on Telecommunications and the Internet 
Committee on Energy and Commerce 
U. S. House of Representatives 

Hearing on 

“Status of the DTV Transition: 252 Days and Counting” 

June 10, 2008 

Chairman Markey, Ranking Member Steams and Members of the Subcommittee, 
thank you for the opportunity to appear before you today to update you on the progress of 
the TV Converter Box Coupon Program (Coupon Program) administered by the National 
Telecommunications and Information Administration (NTIA). My name is Bernadette 
McGuire-Rivera and I am Associate Administrator of NTIA and head of the Office of 
Telecommunications and Information Applications. Our Office is responsible for 
administering the Coupon Program as well as the other NTIA financial assistance 
programs established by the Deficit Reduction Act, including the Conversion and 
Upgrade Programs for Low Power Television and Translator Stations, the Public Safety 
Interoperable Communications Grant Program, the NYC 9/1 1 Digital Transition 
Program, and the National Alert and Tsunami Warning Program. The Office also 
administers the Public Telecommunications Facilities Program. I have been a career staff 
member at NTIA since 1995 and am responsible for day-to-day operation of the program 
and supervision of the talented and dedicated NTIA staff team running the Coupon 
Program. In this statement, I will provide a snapshot of current coupon activity, an 
overview of NTIA’s consumer outreach activities, and a brief discussion of several 
challenges being addressed. 

Coupon Program Statistics and Operations 

Coupon Program operations include coupon distribution, converter box 
certification, retailer certification, coupon redemption and payment, and consumer 
education. Each area of operations has made significant progress as we reach the 6 th 
month of operation in this 15 month program. As Members of the Subcommittee are well 
aware, the Coupon Program began accepting requests for coupons on January 1, 2008. 
Since that date, consumers in every state and territory of the United States have been 
ordering coupons via a toll-free number (1-888-DTV-2009), online at 
www.DTV2009.gov. by mail and by fax. The level of consumer participation in the 
Coupon Program remains high. As of June 3, 2008, NTIA has received requests from 
8,5 11,871 households for 1 6,038,539 coupons, representing 70 percent of the initial base 
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funding of $890 million. Coupon requests continue to average approximately 104,000 per 
day. Nearly half of the requesting households {49.7 percent) identify themselves as 
reliant exclusively on over-the-air (OTA) broadcasts to receive their television 
programming. 

NTIA is very pleased that our contractor, IBM, has eliminated the backlog of 
coupon requests that originated with the significant spike of orders in the first few days of 
the Coupon Program. As of June 3rd, of the 16 million coupons requested, more than 
14.6 million have been mailed to consumers. A coupon ordered today can be expected to 
be issued and mailed within 10 to 15 business days. NTIA continues to work closely 
with IBM to ensure that coupons are processed in a timely fashion. 

As evidenced by the numbers of coupons requested to date, the Program has 
proven to be popular with consumers. As distributed but unredeemed coupons expire, 
funds otherwise obligated to those coupons will be returned to the Coupon Program. The 
Program currently has limited administrative funds to distribute additional numbers of 
coupons that might be issued from the returned funds. The Program is carefully watching 
its administrative funding limits so that it can distribute as many coupons as possible. 

Consumers calling the phone line can speak with a live operator in English or in 
Spanish. The phone line can accommodate requests in 150 languages. A special 
assistance line for the hearing-impaired also is available - in English and Spanish - and 
coupon application forms are available in Braille for the visually impaired. 

Approximately 57.5 percent of the requests have been received through our Web site, 

40.1 percent by telephone, and 2.4 percent by mail and fax. Approximately 88.4 percent 
of the household requests seek the maximum number of two coupons, each of which is 
worth $40. 

As of June 3rd, consumers have redeemed more than 2.7 million coupons toward 
the purchase of a coupon-eligible converter box (CECB). Coupon redemption rates will 
be an important factor in calculating Coupon Program spending. The first coupons were 
mailed on February 21, 2008, so data is available for three Weeks relating to coupons that 
have completed the 90-day “life cycle” - i.e., the coupon has either been redeemed or has 
expired. As of June 3rd, 839,966 coupons have reached the end of their 90-day life cycle. 
Of these, 350,419, or 41 .7 percent, have been redeemed. While this early-stage 
redemption rate is consistent with our initial estimate that about 50 percent of the 
coupons ordered will be redeemed, NTIA recognizes that consumers ordering coupons in 
the first few days of the Coupon Program may not be representative of consumers in later 
program stages. NTIA expects that by July 1 , 2008, we will have redemption data on 
approximately 3.5 million coupons that will have completed their 90-day life cycle. This 
should provide a more robust estimate of redemption rates. 

NTIA is very pleased with the high level of participation in the Coupon Program 
by converter box manufacturers. As of today, NTIA has certified 87 converter boxes, 
each designed for the exclusive statutory purpose of enabling a consumer to view digital 
broadcast signals on an analog television. 
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NTIA is continuing to certify boxes and is expediting review of those that have 
the capability to pass-through the analog signals that will continue to be transmitted by 
many low-power and television translator stations after February 17, 2009. As of June 3, 
2008, NTIA has certified 21 boxes with this “analog pass-through” capability. 
Manufacturers who have certified analog pass-through boxes include RCA, Craig, Philco, 
Magnavox, Memorex, Zenith, and others. 

The response from America’s retailers has likewise been outstanding. As of June 
3, 2008, there are 1819 participating retailers in the Program, including seven of the 
largest consumer electronics retailers — Best Buy, Circuit City, Kmart, Radio Shack, 
Sears, Target and Wal-Mart — as well as hundreds of regional chains and smaller retailers. 
These retailers represent 19,440 participating outlets nationwide, including locations in 
all 50 states, Guam, Puerto Rico and the U.S. Virgin Islands. Additionally, consumers 
can choose from among 19 online retailers and 7 phone retailers. In short, consumers - 
even those in areas where the closest consumer electronics retailer is fifty or one hundred 
miles away - have ready access to coupon-eligible converter boxes. A list of all 
participating retail outlets, searchable by state and 5-digit zip code, can be found on 
www.DTV2009.gov under “Locate a Retailer Near You.” 

At the request of many of these retailers, NTIA is making coupon request data 
available on a per state basis, as well as based on 3- and 5-digit zip code. NTIA and IBM 
have made employee training materials available to all participating retailers so that they 
will be ready to answer consumers’ questions about certified boxes and the use of the 
coupon for payment. Participating stores have completed certification in the Coupon 
Program have certified that their employees are trained, they have converter box 
inventory in their stores, and their systems are prepared to redeem coupons. 

Wilmington, North Carolina Test Pilot Program 

NTIA is participating actively with the Federal Communications Commission 
(FCC) in the September 8, 2008, “test pilot” switch to digital in the Designated Market 
Area (DMA) of Wilmington, North Carolina. NTIA has taken steps to monitor Coupon 
Program participation in the Wilmington area and create materials appropriate for the test 
market. NTIA participated in the May 27, 2008, FCC Town Hall Meeting to discuss the 
test pilot with local leaders and citizens. In addition, special NTIA brochures and 
applications have been created showing September 8, 2008, as the transition date, and 
NTIA’s www.DTV2009.gov has a page devoted to the Wilmington test, including 
frequently asked questions and collateral materials. Because May 31, 2008, marked 
“100 Days Out” for Wilmington, NTIA will be testing more urgent messages, similar to 
what we would unveil for the nation 100 days prior to February 1 7, 2009. NTIA also is 
looking closely at the needs of nursing home residents and consumers receiving mail at a 
Post Office Box to assess their needs in this limited market and learn more about how to 
address these situations nationally. NTIA is working closely with the DTV Transition 
Coalition and other partners to coordinate and complement efforts. 
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As of June 3, 2008, NTIA has received requests for 28,193 coupons from 15,234 
households in the Wilmington DMA. As of June 3 rd , more than 21,866 coupons have 
been mailed to consumers in the Wilmington DMA and, of those, more than 3,867 have 
been redeemed for a converter box. Now that the coupon distribution backlog has been 
eliminated, Wilmington residents should expect coupons to be mailed within 10 to 15 
days from the date of request. 

Consumers living in the Wilmington area may purchase coupon-eligible converter 
boxes at 22 participating retail outlets, including Best Buy, Circuit City, Direct Depot, 
Kmart, RadioShack, Sears, Target and Wal-Mart, as well as through any of the 
participating online and phone retailers. Although the Coupon Program is aware that 
some participating retailer stores have occasionally run out of CECBs for a short time, we 
are not aware of any long-term national or regional shortages of CECBs, including in the 
Wilmington area. Viewers in Wilmington may not need converters with analog pass 
through since the DMA’s low-power stations plan to begin digital transmissions on that 
day. 


NTIA commends the broadcasters of Wilmington for stepping up to make this test 
pilot project possible. We also applaud the citizens of Wilmington - after all, while this 
may be a test, for the people of Wilmington, this is the real thing. NTIA stands ready to 
assist the FCC, our partners in Wilmington, and the people of Wilmington to ensure they 
are prepared for September 8 th , and has been in touch with Wilmington area retailers to 
help ensure that they are prepared for a likely spike in consumer demand for converter 
boxes beginning this summer. 

DTV Education Efforts 

Consumer Education About the Coupon Program and the DTV Transition Is A 

Top Priority 

Educating consumers about the Coupon Program is one of NTIA’s - and the 
Commerce Department’s - top-most priorities, and one in which both Commerce 
Secretary Gutierrez and NTIA Acting Assistant Secretary Baker are regularly and 
actively engaged. In particular, a key message we are delivering to consumers is that 
while the analog cut-off date will occur on February 1 7 th , 2009, the time for consumers to 
experience the benefits of DTV is now. The time to order a coupon and purchase a 
converter box is now. This message has been delivered repeatedly by Secretary Gutierrez 
and Acting Assistant Secretary Baker, most recently at the conventions of the National 
Association of Broadcasters and the National Cable and Telecommunications 
Association. Additionally, in April, Secretary Gutierrez discussed the Coupon Program 
in an address to Radio Shack’s annual vendor summit at its headquarters in Ft. Worth, 
Texas, and issued a statement urging consumers not to wait to request and redeem their 
coupons, saying “I encourage all Americans who have ordered a coupon to purchase your 
eligible converter box within the 90-day required timeframe.” 
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NTIA’s consumer education campaign is focused on educating U.S. residents who 
receive OTA broadcasts on analog television sets about the digital transition and the 
Coupon Program. NTIA places special emphasis on vulnerable audiences such as over- 
the-air senior, minority, disabled, low-income and rural households who are at a greater 
risk of losing all television service as a result of the digital transition. 

NTIA is working with print, broadcast and online media, and engaging partners to 
disseminate information nationally, regionally and locally. To date, the Program has 
engaged 272 partners, many with ties to seniors, rural residents, lower-income, 
minorities, and disabled Americans. We are working with large institutions to get the 
word out about the Coupon Program, such as AARP, the NAACP, Leadership 
Conference on Civil Rights, Catholic Charities USA, Community Action Partnership, 
Goodwill Industries, National Congress of American Indians, and the National Grange. 
NTIA is also working with local and regional community organizations, such as the Fort 
Worth Hispanic Chamber of Commerce, Utah Eldercare Planning Council and JobStarts, 
Inc. in California, to reach vulnerable populations most likely to be affected by the 
transition. 

Consistent with its focus on getting consumers activated today, NTIA kicked off 
the month of April by driving consumers to “Experience the Benefits” of digital 
television. During the first two weeks of April alone, NTIA worked with local partners 
to support ten events in communities across the country. These events highlight the 
commitment and creativity trusted local community organizations are demonstrating in 
reaching the people they serve. Community, Services, Employment, Training (CSET), a 
Community Action Agency, hosted an information session for three of the organization’s 
English as a Second Language classes in Visalia, California; Philadelphia 
Responds/Mayor’s Commission on Technology hosted its inaugural train-the-trainers 
session on the DTV transition and Coupon Program; and the Noel Wien Public Library 
and AlaskaOne TV hosted a “Digital Television: Experience the Benefits” DTV 
transition awareness event open to the Fairbanks, Alaska, residents. Other events were 
held in Fort Worth, Texas; Fayetteville, North Carolina; Leesville, Louisiana; Sioux City, 
Iowa; Norfolk, Virginia; Boise, Idaho; and Conway, South Carolina. 

NTIA also is working with no fewer than 1 7 federal departments and agencies 
with direct communications to vulnerable populations, including the U.S. Department of 
Agriculture (USDA), the Department of Health and Human Services’ Administration on 
Aging, and the Department of Veterans Affairs. Just to highlight several ways in which 
we’ve partnered with other Federal agencies: 

■ NTIA provided 54,000 mail stuffers to the USDA Food and Nutrition Service, which 
will be sent to families eligible for and requesting information about the Food Stamp 
Program. 

■ NTIA partners with USDA’s Rural Development (RD) agency to host a Web-based 
training to educate RD employees across the county about the DTV transition and 
Coupon Program; More than 100 individuals participated in the training webinar. 
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■ The Environmental Protection Agency’s Aging Initiative included an article about the 
transition and the Coupon Program in their April 2008 newsletter that reaches 
approximately 4,000 individuals. 

* The U.S. Department of Health and Human Services (HHS) - Administration for 
Children and Families - Office of Community Services distributed information about 
the transition and Coupon Program to 900 local social service agencies across the 
country. 

* NTIA is in communication with the United States Postal Service to assess the 
feasibility of putting Coupon Program applications in all 32,000 post offices across 
the nation. 

A complete list ofNTIA’s partners is included as an attachment to this statement. 

NTIA’s partners are responding with thoughtful and creative ways to spread the 
word to their constituencies about the transition and the Coupon Program. We thank 
them for their tireless efforts. A good example is the 4-H arm of the USDA’s 
Cooperative State Research Education and Extension Service (CSREES). Collegiate 4- 
H, the college student 4-H organization, selected the DTV transition as its 2008 National 
Service Project topic. There are Collegiate 4-H clubs on at least 95 college campuses in 
42 states. During the year, each chapter must carry out at least one DTV project based on 
lesson-plan material developed by NTIA. 

NTIA is in dialogue with a coalition of aging organizations that includes the 
Administration on Aging, AARP, the National Association of Area Agencies on Aging, 
and others, who are exploring ways to assist our most vulnerable seniors with the Coupon 
Program. We conducted a senior focused train-the-trainer Webinar on February 26, 

2008. Representatives from 12 senior organizations totaling nearly 200 individuals from 
25 states participated — but more importantly the information gained has led to on-the- 
ground outreach. For example, the West Alabama Area Agency on Aging has already 
trained 28 Senior Center directors and coordinators, 7 case managers and 20 staff from 
local Area Agencies on Aging across the state so they can talk with older Americans 
about the Coupon Program; and the Uniontown, Ohio Area Agency on Aging is 
distributing 4,000 information sheets and 1 ,500 coupon applications to local clients 
through recently trained case managers. 

NTIA is sensitive to concerns raised by these groups regarding the need by many 
seniors for technical assistance with their converter box. NTIA has worked with the 
Consumer Electronics Association to produce a generic “Quick Start Guide” and 
installation video, both of which are available at www.DigitalTips.org and linked to by 
DTV2009.gov. Additionally, NTIA worked with reporters from the Washington Post to 
tape an instructional video on converter box installation, which can be found on the 
Washingtonpost.com website. 
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Similarly, we are working with disabilities groups to raise awareness of the 
Coupon Program. For example, NTIA is participating in the Hearing Loss Association of 
America’s (HLAA) convention in Reno, Nevada, next month, as well as the American 
Council of the Blind’s annual event over the Fourth of July weekend in Louisville, 
Kentucky. At the HLAA event, we are partnering with the Consumer Electronics 
Association to demonstrate the captioning features of converter boxes. We are proud of 
the fact that the Coupon Program is 100 percent accessible for people with disabilities. 
For example, our TTY number is available in English as well as Spanish for the hearing 
impaired. In addition to making the Coupon Program application available in Braille, the 
actual coupon card is embossed with a unique 1 6-digit number sequence to assist visually 
impaired individuals distinguish it from a credit card mail offer. 

NTIA is keenly aware of the need to reach out to communities in which the 
primary language may not be English. Official Coupon Program information is being 
made available in numerous languages - Spanish, French, Chinese, Vietnamese, Tagalog 
and Russian. As a result of feedback from our partners, we are also in the process of 
translating some of our materials, including the coupon application, into Korean, 
Cambodian, Traditional Chinese, Hmong and Laotian. On May 6 th , NTIA participated in 
a congressional “Tri-Caucus” briefing sponsored by Representative Solis, which focused 
on the needs of Black, Latino and Asian Pacific Americans. 

Also, last month, NTIA participated in an event in San Francisco as part of Asian 
Pacific American Heritage Month in which KTSF, an Asian-language commercial 
broadcaster in the Bay Area, and the California Public Utilities Commission brought 
together around 100 leaders in the Asian American community to raise Coupon Program 
awareness, especially among primary Chinese and Korean speakers. The event not only 
ignited outreach efforts to reach the Asian community, it also immediately resulted in 
coverage of the issue in publications that directly reach this community including Korea 
Daily, Philippine News and World Journal. Additionally, the toll-free National 
Multilingual Helpline of the National Asian Pacific Center on Aging in Seattle, 
Washington is assisting Asian Pacific elders with information about the upcoming 
transition in at least four Asian languages. 

Secretary Gutierrez has taken a special interest in reaching out to Latino 
populations. For example, in December 2007, he was featured in the first of a series of 
public service programs entitled, “TV Digital... ^Que Tal?” which aired throughout the 
United States and Puerto Rico on the Spanish-language Univision Television Network. 
More recently, he has also conducted interviews with outlets that specifically reach 
Hispanic populations including La Voz, CNN en Espanol Radio, Univision, La Opinion, 
Washington Hispanic and El Tiempo Latino. HHS Assistant Secretary of Aging, Josefina 
G. Carbonell, is reaching out through targeted press across the country to inform 
Hispanic elders and their families of the DTV transition. 
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Consumer Awareness about the DTV Transition and the Coupon Program Is 

Growing 

It is clear that these consumer education efforts are succeeding. The coupon 
application numbers speak for themselves. Multiple consumer surveys also bear this out: 
a survey released by the Association of Public Television Stations in March 2008 showed 
a 50 percent jump in consumer awareness about the DTV transition between November 
2007 (51 percent) and March 2008 (76 percent). Similarly, a Consumer Electronics 
Association survey released in January 2008 revealed 74 percent consumer awareness 
about the transition. In late May, Nielsen Media Research released a new study 
analyzing the “digital readiness” of U.S. households. NTIA will be reviewing this data 
carefully to see what mid-course corrections in our outreach may be needed to reach key 
markets with large percentages of what Nielsen identifies as “completely unready” 
households— that is, those households that would lose their television service completely 
after February 17, 2009, unless they take some action. 

Working with its communications contractor, Ketchum, NTIA continues to 
respond to media requests and inquiries concerning the Coupon Program. As such, the 
Program has garnered significant coverage of the Program in print publications, on the 
radio and on television. NTIA has tracked this coverage and the resulting media 
impressions regarding the Coupon Program since September 10, 2007. The following 
chart shows the cumulative number of print circulation, online unique visits and 
broadcast impressions through May 31, 2008: 


Period 

Print 

Circulation 

Online Unique 
Visits 

Broadcast 

Impressions 

As of January 3 1 , 2008 

55,287,903 

790,968,896 

61,930,084 

As of February 29, 2008 

86,704,470 

1,461,800,861 

77,976,320 

As of March 31, 2008 

101,948,865 

1,831,462,304 

97,279,716 

As of April 30, 2008 

133,133,069 

2,475,646,251 

133,325,921 

As of May 31, 2008 

149,212,817 

2,738,704,788 

176,597,605 


The print and broadcast media coverage of the Coupon Program alone has 
reached almost every DMA in the United States, most of them multiple times. 
Importantly, 40 of the 45 DMAs with the greatest concentration of OTA households and 
at-risk populations have seen more than ten media stories per market on the DTV 
transition and Coupon Program appearing in local print or broadcast media outlets. It is 
important to underscore that these impressions are in addition to the “action spots” and 
public service announcements being run by the nation’s local broadcasters and cable 
operators. According to the National Association of Broadcasters (NAB), its digital 
transition campaign will lead to every household seeing, hearing, or otherwise being 
exposed to DTV transition-related messages approximately 642 times before the 
transition date. 


8 





















48 


Now that NTIA has data on Coupon Program requests by DMA, the Agency is 
able to fine tune its consumer education, reaching out to media in markets where Program 
participation is unexpectedly low to raise awareness. For example, NTIA has recently 
found success in Anchorage, Alaska, where we were on the Alaska Public Radio network 
live; and in Honolulu, Hawaii, where we conducted a radio interview and placed an Op- 
Ed from Secretary Gutierrez in The Hawaii Reporter. 

One of the keys to the success of the Coupon Program is its voluntary nature, 
which has fostered strong public-private partnerships. NTIA is very impressed by the 
willingness of the stakeholder industry groups to work together to make the transition a 
success. The industries most directly affected by the transition - especially broadcasters 
and cable operators - have initiated significant educational efforts with real financial 
commitments to ensure that no household is caught unprepared on February 18, 2009. 
Both broadcasters and cable operators continue to include information about the Coupon 
Program in their on-air announcements, which we believe to be a significant factor in the 
continued high number of coupon requests. The DTV Coalition is also making great 
strides in educating the American public about their options for making the transition. 

We applaud those efforts. 

The NTIA Toolkit 

NTIA has worked with IBM and Ketchum to develop a comprehensive toolkit of 
information to help organizations that are playing a critical role in educating their 
members, constituents and customers about the Coupon Program. The Toolkit consists of 
a set of materials, including fact sheets, a poster, a mailer, sample presentations and other 
materials that many organizations are now using to help educate their members. The 
Toolkit also contains specific tools and strategies that can be used to reach the media to 
effectively deliver the Coupon Program message, and ideas and resources for informing 
consumers through community and in-store events or other activities. 

The Toolkit also is an extremely useful resource for Members of Congress 
seeking to communicate to their constituents about the Coupon Program. Indeed, NTIA 
continues to work closely with many congressional offices, as well as the Committees of 
jurisdiction and the Congressional DTV Caucus, to brief staff and educate constituents 
about the Coupon Program, as well as to help prepare materials for local town hall 
meetings, franked mailings, and other outreach, including to senior centers and other 
critical-to-reach groups. NTIA staff has helped to coordinate, and participated in, many 
Members’ town hall meetings and similar local education events, as well as several 
“Tele-Town Hall Meetings.” For example, on May 29, 2008, NTIA participated in a 
town hall meeting put on by Senator Ted Stevens in Anchorage, Alaska, to get the word 
out in a community with a very large percentage of over-the-air households. Multiple 
congressional events are planned in the coming months. 
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In addition to the collection of English and Spanish materials NTIA has available 
to partners, we are providing additional tools as needed that may assist in our partners’ 
efforts. Specifically, we developed a screen saver for distribution to libraries across the 
country so computers not in use could display information about the transition; we 
provided the National Grange with step-by-step instructions on setting up information 
and application completion stations at state and county fairs; and provided the Radio & 
TV News Directors Association a list of 12 items related to the transition and Coupon 
Program their members are using to discuss in radio and television broadcasts over the 
next 12 months. 

Just recently, NTIA assisted Chairmen Markey and Dingell in setting up a TV 
Converter Box Program demonstration table in the Rayburn cafeteria, providing 
congressional staff with information about the Coupon Program and the Transition in a 
highly trafficked area of the House complex. NTIA also is working with Energy and 
Commerce Committee leadership, the DTV Caucus, the FCC and other groups to conduct 
a “DTV Education Day” in July. At this event, Members and staff will have an 
opportunity to hear presentations about the transition and the Coupon Program, ask 
questions of government and industry representatives, and get information about how 
best to educate constituents about the DTV transition and what resources are available to 
do so. 


As mentioned earlier, NTIA is working with all of our partners involved in the 
Wilmington, North Carolina, test market to ensure that consumers there are fully 
prepared to take the early leap to all-digital broadcasts in September. We are focusing 
efforts, as well, on senior living facilities and nursing homes, in anticipation of proposed 
changes to our rules, which I will discuss momentarily, that would make residents of 
these facilities eligible to receive coupons. 

Challenges 

As with any new program as large, complex and time bound as the Coupon 
Program, challenges continually arise. NTIA currently faces several such challenges and 
is working diligently to address them quickly and in a manner that serves the best 
interests of the American people. 

Eligibility of Nursing Home Residents and Persons Utilizing a P. O. Box 

One such challenge involves the eligibility of residents of nursing homes and 
other senior care facilities, as well as persons receiving mail at a Post Office Box. Under 
its existing rules, residents of nursing homes and other senior care facilities are not 
eligible to receive coupons if they do not have a separate U.S. Postal Service mailing 
address. On April 24, 2008, NTIA released a Notice of Proposed Rulemaking (NPRM) 
in which the agency proposed to waive the “eligible household” and application 
requirements for individuals residing in nursing homes or other senior-care facilities, 
subject to certain alternative application requirements. 
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The Agency also proposed to permit an otherwise eligible household that utilizes 
a Post Office Box for mail receipt to apply for and receive coupons subject to providing 
satisfactory proof of physical residence, as specified in the proposed rule. 

Yesterday (June 9, 2008) was the deadline for public comments on the NPRM. 
NTIA appreciates the concern expressed by several members of the Committee - 
including Chairman Markey and Reps. Schakowsky, Butterfield and Waxman - that 
NTIA move quickly on this rulemaking. We are now reviewing the comments we have 
received and hope to issue a final rule as expeditiously as possible. 

With regard to the Coupon Program’s funding needs, on April 25, 2008, as the 
members of the Subcommittee are aware, NTIA submitted a statement, as required under 
Section 3005(c)(3) of the Deficit Reduction Act of 2005, certifying our anticipation that 
the initial funds of $990 million will be insufficient to fulfill the requests for coupons for 
eligible households, specifically with respect to administrative resources. If proposed 
changes in the NPRM are adopted, NTIA anticipates that the administrative costs of the 
Coupon Program will increase, and that access to the contingent funds will be necessary 
to fully implement those changes. 

Coupon Delivery Delays 

Although the backlog of coupons has been eliminated, NTIA believes that 
maintaining timely distribution of coupons will remain a challenge. This challenge may 
become particularly acute if coupon demand rises in the weeks immediately preceding 
the February 17, 2009 cutoff date. Delivery time is affected by two factors: IBM’s 
coupon creation and activation capacity and the time required for postal delivery. 
Currently, IBM has increased its production capability beyond what it had originally 
envisioned. NTIA continues to work closely with our contractor to ensure that coupon 
requests will be handled timely especially in the crucial last 100 days of the program. 

As members of the Subcommittee are aware, the Program is required by statute 
to deliver coupons using the U.S. Postal Service. To keep administrative costs down, 
coupons are mailed by Standard Class, as opposed to the more costly First Class service. 
Given the statutory 90-day expiration date of each coupon and the resulting importance 
of timely delivery, NTIA is reaching out to the U.S. Postal Service to request that coupon 
mailings be given priority attention. 

Meeting the Needs of Viewers of Class A, Low Power and TV Translator Stations 

NTIA, like Congress, is focused on meeting the needs of viewers of Class A, low- 
power television and television translator stations. As this Committee is well aware, 
these stations are not subject to the February 17, 2009, analog broadcasting cutoff 
deadline, and viewers of these stations who wish to continue receiving these analog 
broadcasts as well as the new digital signals after that date may choose to get a converter 
box that includes an analog signal pass-through feature, or may choose to use a two-way 
splitter. As discussed earlier, NTIA currently has certified 21 boxes with an analog pass- 
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through capability. NTTA highlights boxes with the analog pass-through feature on the 
Program’s website and in consumer mailings with the coupons. In addition, NTIA has 
sent helpful information to operators of Class A, low-power television and television 
translator stations so that they can inform their viewers of the options they have regarding 
the digital transition. Congress set aside a total of $75 million in auction proceeds to 
fund two grant programs that will assist eligible Class A, low-power television, and 
television translator stations to make the transition as quickly and smoothly as possible. 
The Low-Power Television and Translator Digital-to-Analog Conversion Program will 
provide $1,000 to eligible low-power stations that must purchase a digital-to-analog 
conversion device to convert the incoming digital signal of a full-power television station 
to analog for transmission on the low-power station’s analog channel. To date, 452 
grants have been awarded under this program. Applications will be accepted until 
February 17, 2009. 

Of course, stations that operate at less than full power will eventually convert to 
digital broadcasts. The Low-Power Television and Television Translator Upgrade 
Program established by Congress directs NTIA to assist this effort through a program that 
provides $65 million for necessary equipment upgrades to stations in eligible rural 
communities. To implement this program in a timely manner, a technical correction to 
the program authorization is required to permit the agency to begin making funds 
available during fiscal year 2009. On April 24, 2008, the Senate Commerce Committee 
approved a bill introduced by Senator Snowe (S. 2607) that would make the necessary 
technical correction to the Program. NTIA urges the House to take favorable action on 
this legislation as soon as possible. 

NTIA will continue to work with the FCC, industry and the broadcast community 
to assist low-power television stations and their viewers during the transition to digital 
broadcasting. To that end, on May 16 and 1 7, 2008, NTIA staff from the Low Power 
Television and Translator Station Conversion and Upgrade Programs attended the 
National Translator Association Meeting in Spokane, Washington. Staff discussed these 
broadcasters’ transition needs related to NTIA programs, including public information for 
their viewers and how these stations can obtain financial assistance to make the transition 
to digital. 

Waste, Fraud and Abuse 

NTIA remains vigilant in monitoring for waste, fraud and abuse across all 
components of the project. The agency also meets regularly with the Inspector General, 
the Government Accountability Office (GAO) and Department of Commerce auditors to 
monitor all aspects of the program from coupon request to retailer payment. 

To date no egregious instances of waste, fraud and abuse have been discovered. 
However, several retailers have been decertified from the program for a variety of 
violations of program rules. In these cases, NTIA has also taken swift action to the extent 
possible to ensure that retailers remedy any adverse effects suffered by consumers. While 
the number of decertified retailers is only a very small percentage of the 1,819 actively 
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participating retailers, these instances remind us of the importance of guarding against 
WFA. NTIA is also working closely with the Federal Trade Commission and the FCC to 
develop a “Tip Sheet” that will provide consumers with information on how to identify 
and avoid possible coupon abuses. 

We are pleased with the progress that has been made in these first six months of 
the Coupon Program and we are confident our continued, combined and cooperative 
efforts with our partners in private industry and the public sector will only add to this 
success to the benefit of all Americans, as well as other stakeholders such as public safety 
entities. 

Thank you again for this opportunity to testify before you today. I will be happy 
to answer your questions. 
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National Telecommunications and information Administration 
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Philadelphia Responds (partnership between City of Philadelphia 
Mayor's Commission on Technology (MOOT), WHYY and the Free 
Library of Philadelphia) 


R/L 

Pennsylvania 

AARP 

Senior 
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Ada County Public Information Department 
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Idaho 

AgeAdvantAge AAA in Wisconsin 

Senior 

R/L 

Wisconsin 

Alamo Area Agency on Aging 

Senior 

R/L 

Texas 

Alaska Department of Health and Social Services 


R/L 

Alaska 

Alaska Speciai Education Office 


R/L 

Alaska 

Alaskan Federation of Natives 
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Alaska 

Alliance of Information & Referral Systems 
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American Association of People with Disabilities 

Disabled 

N 


American Council of the Blind 
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American Foundation for the Blind 

Disabled 

N 


American Library Associaion 


N 


Appalachian Regional Commission 

Rural 

R/L 

West Virginia, Alabama, 
New York, Georgia, 
Kentucky, Maryland, 
Virginia, Ohio, North 
Carolina, Pennsylvania, 
Mississippi, Tennessee, 
South Carolina 


Senior 

R/L 

California 


Senior 

R/L 

Indiana 


Senior 

R/L 

Ohio 

Area Agency on Aging 1-B 

Senior 

R/L 

Michigan 

Area Agency on Aging of Tarrant County 

Senior 

R/L 

Texas 


Senior 

R/L 

Michigan 

Area on Aging-Region IX 

Senior 

R/L 

California 

Asian Media Access 

Minority 

N 

Minnesota 

Asociacion Nacional Pro Personas Mayores (National Association for 

Hispanic Elderly) 

Minority, Senior 
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Association of Public TV Stations (APTS) 
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Association on American Indian Affairs 
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Austin Hispanic Chamber 

Minority 

R/L 

Texas 

Azteca America San Diego 


R/L 

California 

Boise Public Library 


R/L 

Idaho 

Burlington County Office on Aging 

Senior 

R/L 

New Jersey 

Cable and Telecommunications Marketing Association (CTAM) 


N 


Cabieteievision Advertising Bureau 


N 


Catholic Charities 
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Catholic Communications of the Diocese of Springfield (Massachusetts) 
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Central Plains Area Agency on Aging 

Senior 

R/L 
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Central Vermont Council on Aging 

Senior 

R/L 

Vermont 

City of Ei Paso's Department of Community and Human Development, 
Neighborhood Services Division 

Economically 

Disadvantaged 

R/L 

Texas 




























54 


Organizations Engaged in DTV Coupon Program Education and 1 
- Outreach ■ } Demographic 

Nationas or 
Regionai/Local 

State 

City of Fort Collins Recreation 

Senior 

R/t 

Colorado 

City of Houston Housing and Community Development Department 

Economically 

Disadvantaged 

R/L 

Texas 

City of Las Cruces 


R/L 

New Mexico 

Clinton County Office for the Aging 

Senior 

R/L 

New York 

Coalition of Organizations for Accessible Technology 

Economically 

Disadvantaged 

N 


Community Action Agency of Siouxland 

Economically 

Disadvantaged 

R/L 

Iowa 

Community Action Partnership 

Economically 

Disadvantaged 

N 


Consumer Action 


N 


Consumer Electronics Association 


N 


Consumer Union 


N 


Coordinated Home Health of Las Cruces 

Senior 

R/L 

New Mexico 

Corporation for National and Community Service 

Senior 

N 


CSBG/HHS/Division of Family Assistance - Concord, NH 


R/L 

New Hampshire 

CSET 


R/L 

California 

Cumberland Community Action, Inc, 

Economically 

Disadvantaged 

R/L 

North Carolina 

D&K Global 




Dallas ACORN Housing Corp 

Economically 

Disadvantaged 

R/L 

Texas 


Senior 

R/L 

Texas 

Davie County Senior Services 

Senior 

R/L 

North Carolina 

D.C. Department of Consumer and Regulatory Affairs 


R/L 

Washington DC 

Delaware County Office of Services for the Aging 

Senior 

R/L 

Pennsylvania 

Department of Information Technology - Seattle, WA 

Minority 

R/L 

Washington 
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Educational Broadcasting Corporation (EBC) 


R/L 

New York 

Eight/KAET 


R/L 

Arizona 

El-Ada Community Action Partnership 

Economically 

Disadvantaqed 

R/L 

Idaho 


Minority 
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Family Caregiver Support Center, Pikes Peak Area Agency on Aging 

Senior 

R/L 

Colorado 
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Fairbanks Native Association 

Minority 

R/L 

Alaska 


SMfl&NMMS 

IR/L 

Alaska 

Fort Worth Hispanic Chamber of Commerce 

Minority 

[ R/L 

Texas 

Friendship Trays 

Senior 

m 

North Carolina 
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mBN/M hhhhhbi 

Generations - A Partner with Vincennes University 

Senior 

R/L 

Indiana 

Georgia Public Broadcasting (Georgia Public Telecommunications 
Commission) 


R/L 

Georgia 


Senior 

R/L 

Pennsylvania 

Goodwil Industries International, Inc 

Economically 

Disadvantaged 

N 




R/L 

Ohio 

Greater Dallas Hispanic Chamber of Commerce 

bhhi 

R/L 

Texas 

Greater Dayton Public Television (ThinkTV) 

■■1 ■ 

R/L 

Ohio 

Greater Metro Telecom Consortium, Denver, CO 



Colorado 

Greater Nashville Regional Council Area Agency on Aging and 

Disability 

Senior 

R/L 

Tennessee 

Harleysville Senior Center 

Senior 


Pennsylvania 

Harris County Area Agency on Aging 

Senior 

n 

Texas 

Hattie Holmes Wellness Center 

Senior 

R/L 

Washington, D.C. 

Henderson County Public Library 


R/L 

Kentucky 
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National Caucus and Center on Black Aged, inc. 

Minority jN 


National Conference of State Legislatures 

H 

N 

_ . - 
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HI Hi 

National Energy Assistance Director’s Association 

Economically 

Disadvantaged 

N 


National Forurm for Black Public Administrators (NBPA) 



Hi -Hi 

National Hispanic Council On Aging 

[heehh 


Hi Hi 


[jESSESMi 

uhmhh 

Hi I Hi 

National Indian Council On Aging, Inc. 


N 


National League of Cities 

■■■■ M 

MM 

Hi Hi 


Hi 

EM 

Hi Hi 


22USS9HI Hi 
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Hi-- | Hi 

Native American Journalists Association 

Minority 

w 


Native American Public Telecommunications 

Minority 



Native Public Media 

Minority 


■MHHHI Hi 

NBC Weather Pius 


i 

HI Hi 

New Mexico Child Support Enforcement Services 


R/L 

IgRRWiMtf'SBr HI 

New Mexico Higher Education Department 


R/L 

New Mexico 

New Mexico State Library Association 


R/L 

New Mexico 


Minority 

[m. i 

HHHHMHHHHH 





Nonprofit Enterprise Center of El Paso 

Economically 

Disadvantaged 


Texas 

North Attleboro, MA Library 


R/L 

Massachusetts 

North Carolina Agency on Aging 

Senior 

R/L 

North Carolina 

North Shore Eider Services 

Senior 

R/L 

Massachusetts 

Northern California Public Broadcasting (NCPB) 


R/L 

ESEHiaHI W Hi 

Northwest Settlement House 

Senior 

R/L 

LV/-T1 3 m 3H3BHHHI 

Northwest Piedmont Council of Governments, Agency on Aging, 

Winston Salem, NC 

Senior 


North Carolina 

OASIS Portland 

Senior 

R/L 

Oregon 

OneStar Foundation 

Economically 

Disadvantaged 

R/L 

Texas 

Onondaga County Department of Aging & Youth 

Senior 

R/L 

New York 

Orange County Deaf Equal Access Foundation {OC DEAF) 

Disabled 

R/L 

California 

Oregon Public Television 


R/L 

Oregon 

Passaic County Senior Services 

Senior 

R/L 

New Jersey 
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■H MHHHI 

R/L 

California 
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RAINBOW PUSH Public Policy Institute 

Minority 

In 
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Rhode Island PBS 


R/L 

Rhode Island 


Senior 

R/L 

Texas 

Rochester, MN Senior Center 

Senior 

WL 

Minnesota 

Rocky Mountain PBS 


R/L 

Colorado 

Rotary Club of South Bend Indiana 


R/L 

Indiana 


(2S3HH - Hi 

’7JMHHHHHI 


Salvation Army 

Economically 

Disadvantaged 

N 


SeniorsFirst (TX) 

Senior 

R/L 

ICTTHI •• ' wmap ■■ | 

Senior Centers of Spartanburg County, INC. 


R/L 

South Carolina 

Senior Citizens Services of Greater Tarrant County 

Senior Solutions - Boise Senior Activities Center 


R/L 

Texas 


R/L 

Idaho 

Southeast Asia Resource Action Center 

KSHHHHHi 

N 


Southern Area Agency on Aging 


R/L 

Virginia 
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mizaftons Engaged In DTV Coupon Program Education and j ~ National' or | 

Outreach I Demographic j Regionai/tocal j State 


Southern Technology Councii/Soutbern Growth Policy Board 

Economically 

Disadvantaged 

R/L 

Georgia, Kentucky, 
Louisiana, Mississippi. 
Michigan, North 

Carolina, Oklahoma, 
South Carolina, 
Tennessee, Virginia, 
West Virginia 

Special Olympics 

Disabled 

N 


State Higher Education Agency 

Economically 

Disadvantaged 

R/L 

New Mexico 

Tanana Valley Baptist Association 

HBHPdW^HI 

R/L 

Alaska 

Telecommunications for the Deaf and Hard of Hearing, inc. 



hi hi ; 

The Church of the Damascus Road Reentry AfterCare Ministry 


R/L 

iowa 

The H, Lawrence Patrick Senior Life and Conference Center 

Senior 

R/L 

North Carolina 

The National Grange 

Rural 


■H M HHMI 




■HHi hi 

The Senior Source/Senior Citizens of Greater Dallas 

Senior 

R/L 

Texas 

The STOP Organization 

Economically 

Disadvantaged 


Virginia 

Tulsa Area Agency on Aging 

Senior 

R/L 

Oklahoma 

Twin Cities Public Television 


R/L 

Minnesota 

U.S, Administration on Aging, Region VI 

Senior 

IrTl 

Texas 

U.S. Department of Commerce 




U.S. Department of Health and Human Services - Administration on 
Aging 

Seniors 

N 


U.S. Department of Health and Human Services -ACF/OCS 

Economically 

Disadvantaged 

N 


U.S. Department of Health and Human Services- Division of Senior 
Affairs 

Seniors 

N 


U.S. Department of Health and Human Services - Temporary 

Assistance for Needy Families/Chifd Care & Development Fund 


N 


U.S. Department of Homeland Security-Federal Emergency 
Management Agency 


N 


U.S. Department of Housing and Urban Development - Detroit Field 
Office 

Economically 

Disadvantaged 

R/L 

Michigan 

U.S. Department of Housing and Urban Development - Kentucky Office 

Economically 

Disadvantaqed 

R/L 

Kentucky 

U.S. Department of Veterans Affairs 

Economically 

Disadvantaged 

N 




i 'immmmm 


U.S. Federal Communications Commission 


N 



U.S. Federal Trade Commission 



mm i ■■■■ 

U.S. General Services Administration 

U.S. Office of Personnel Management 


{»;■- 

m ■ . ■■ 


SBI 1 

HI 1 | Hi 

University of Kentucky 


R/L 

Kentucky 

Univision 

Minority 

[9MI ■ 

iH HHHHHi 

Urbandale Senior Center 

Senior 

m 

Iowa 

USDA - Food and Nutrition Services 

Economically 

Disadvantaged 

N 


USDA-Nationai 4H 

Rurai 

N 


USDA-Rural Development 

Rural 

N 


Utah Association for Home Care 

Seinor 

R/L 

Utah 

Utah Eldercare Planning Council 

Senior 

R/L 

Utah 

Vaiiey Initiative for Development & Advancement 

Economically 

Disadvantaged 

R/L 

Texas 

Vegas PBS 


R/L 

Nevada 

Vermont Public Television 


R/L 

Vermont 

Vernon Community Action Council, Inc. 

Economically 

Disadvantaged 

R/L 

Louisiana 

Waecamaw EOC, inc. 

Economically 

Disadvantaged 

R/L 

South Carolina 
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SU-TV 

WDCVV-TV/DT 

W ' 

WE DU 

WE I U -TV „ 

West Alabama Area Agency on Aging 

West Connecticut Agency on Aging 

West Virginia Pubiic Broadcasting 

WETP-TV 

WFYi TelePlex 

WGTE Public Broadcasting 

WGVU/WGVK 

White House Faith Based Community initiatives 

WHRO 

y 1 ______ _ 

Wisconsin Pubiic Television 

WITF 

WLRN 

WMHT Educational Telecommunications 

WN1N 

WQSU Public Media 

WOUB Center for Pubiic Media 

WPBS-TV 

WQPT-TV 

WSIU Pubiic Broadcasting 

WSRE-TV 

WTCI 



Illinois 
























Coupons 
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Mr. Markey. Our next witness is Mark Goldstein, who is the Di- 
rector of Fiscal Infrastructure Issues from the GAO. He is here 
today to speak about the recent GAO report about broadcast pre- 
paredness for the DTV transition. 

We welcome, you. 

STATEMENT OF MARK L. GOLDSTEIN, DIRECTOR, PHYSICAL 

INFRASTRUCTURE ISSUES, U.S. GOVERNMENT ACCOUNT- 
ABILITY OFFICE 

Mr. Goldstein. Thank you, Mr. Chairman and members of the 
subcommittee. I am pleased to be here today to discuss our recently 
issued report on technical issues arising from the digital television 
transition and our work on the extent of the consumer awareness 
about the transition. My comments are based on our work on the 
transition completed for this subcommittee. And we are continuing 
to review public- and private-sector efforts under way to implement 
the transition and plan to report on those issues later this year. 

In my testimony today I will discuss, one, the progress that full- 
powered broadcast stations have made in transitioning to digital, 
as well as the technical and coordination issues they face; two, 
issues pertaining to low-power television stations and how they af- 
fect consumers; and three, the extent to which American house- 
holds are aware of the DTV transition and likely to utilize a con- 
verter box subsidy program. 

In summary, first, broadcasters have made significant progress 
in preparing for the DTV transition. Many stations are already 
broadcasting their digital signal in full power, with the only step 
remaining to turn off their analog signal. 

Specifically as of the end of February 2008, 91 percent of broad- 
casters responding to our survey reported that they were already 
transmitting a digital signal. Nine percent of stations responding 
to our survey had yet to begin broadcasting a digital signal, but al- 
most all of those stations expect to be broadcasting digitally by 
February 17th, 2009. 

In finalizing the transition to digital, some stations must still re- 
solve technical coordination and construction issues. Technical 
issues include relocating either digital or analog antennas, and in 
some cases constructing new broadcast towers. Some stations are 
bound by financial constraints related to the costs resolving these 
issues. In fact, at the time of our survey, 69 stations indicated they 
have yet to start construction on their final digital facilities due to 
financial constraints. 

In addition, some stations have outstanding coordination issues 
such as the U.S. Government reaching agreements with the Cana- 
dian-Mexican Governments regarding signal interference issues 
and coordination with cable providers and satellite companies. 

Second, since most low-power stations do not plan to transition 
to digital by February 2009, it is possible for some viewers to re- 
ceive programming in analog and digital after the transition date. 
Potentially millions of viewers can receive low-power analog trans- 
missions, including programming from the major networks, Span- 
ish-language broadcasting and public television. 

To have access to both analog and digital television signals after 
the DTV transition, viewers could purchase a special kind of con- 
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verter box that passes through an analog signal and a digital sig- 
nal, often referred to as analog pass-through, and purchase other 
equipment. Currently converter boxes with analog pass-through are 
available for purchase on line and at two national retailers. 

Public and private stakeholders have taken steps to educate the 
public about the low-power broadcast potentially remaining in ana- 
log, an option available to consumers. But some advocacy groups 
and others have expressed concerns that the messages intending to 
explain low-powered issues are instead confusing the public. Fur- 
ther complicating matters, many consumers do not know the dif- 
ference between full-power and low-power stations or whether the 
signals they receive are full or low power. 

Finally, according to our consumer survey results, most house- 
holds will be unaffected by the DTV transition, and a vast majority 
have heard of the transition. About 84 percent of the people heard 
of the transition. A smaller number of people have more specific 
knowledge of the transition date and why the transition is taking 
place. 

Those at higher risk of being affected by the transition, house- 
holds viewing over-the-air television signals, have higher levels of 
awareness than those who will be unaffected. Over half of house- 
holds have heard of the converter box subsidy program and those 
households at risk of losing television service who plan to take ac- 
tion reportedly are likely to utilize the program. However, only a 
third of those indicating plans to purchase boxes and utilize the 
coupons reported knowing how to obtain coupons. 

While general awareness of the DTV transition is high, there are 
indications that some consumers are confused or unknowledgeable 
about the transition, as 45 percent of the households who are at 
risk plan no action or inadequate action to prepare for the transi- 
tion. And among those unaffected by the transition, 30 percent in- 
dicated they have plans to ready themselves for the transition de- 
spite the fact that no action will be required of them to maintain 
service. 

Thank you, Mr. Chairman. That concludes my statement. I will 
be pleased to answer any questions that you or members of the 
subcommittee have. 

Mr. Markky. Thank you, Mr. Goldstein, very much. 

[The prepared statement of Mr. Goldstein follows:] 
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DIGITAL TELEVISION TRANSITION 

Broadcasters' Transition Status, Low-Power Station 
Issues, and information on Consumer Awareness of 
the DTV Transition 


What GAO Found 

Broadcasters have made significant progress in preparing for the DTV 
transition. In fact, many stations are already broadcasting their full digital 
signal with the only remaining step being to turn off their analog signal. As of 
February 2008, 91 percent of broadcasters responding to our survey reported 
that they were already transmitting a digital signal. Nine percent of stations in 
our survey had yet to begin broadcasting a digital signal, but almost all of 
those stations expected to be broadcasting digitally by the transition date. In 
finalizing the transition to digital, some stations still must resolve technical, 
coordination, and construction issues. Technical issues include relocating 
either digital or analog antennas and, in some cases, constructing new 
broadcast towers. Some stations are bound by financial constraints related to 
the costs of resolving these issues. In addition, some stations have 
outstanding coordination issues, such as the U.S. government reaching 
agreements with the Canadian and Mexican governments regarding signal 
interference issues and coordinating with cable and satellite providers. 

Since most low-power stations will not transition to digital by February 2009, 
it is possible for viewers to receive programming in analog and digital after 
the transition. Potentially millions of viewers can receive low-power analog 
transmissions, including programming from the major networks, Spanish 
language broadcasting, and public television. To have access to both analog 
and digital television signals after the DTV transition, viewers could purchase 
a special kind of converter box that passes through an analog signal and a 
digital signal, or purchase other equipment. Public and private stakeholders 
have taken steps to educate the public about the low-power broadcasts 
potentially remaining in analog but some advocacy groups and others have 
expressed concerns that the messages intending to explain the low-power 
issue are instead confusing the public. Further complicating matters, many 
consumers do not know the difference between full-power and low-power 
stations or whether the signals they receive are full or low power. 

Most people will be unaffected by the DTV transition and avast majority have 
heard of the transition. About 84 percent of people have heard of the 
transition, but fewer have more specific knowledge about the transition. 

Those at higher risk of being affected by the transition — households viewing 
over-the-air television signals — have higher levels of awareness than those 
who will be unaffected. Over half of the population has heard of the converter 
box subsidy program and those households at risk of losing television service 
who plan to take action are likely to utilize the program. However, only a third 
of those indicating plans to purchase boxes and utilize the coupons know how 
to obtain coupons. In addition, there are indications that some consumers are 
confused about the transition, as 45 percent, of those households who are at 
risk plan inadequate or no action to prepare for the transition. Conversely, 
amongst those unaffected by the transition, 30 percent indicated they have 
plans to ready themselves for the transition — despite the fact that, no action 
will be required to maintain television service, 

United States Government Accountability Office 
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Mr. Chairman and Members of the Subcommittee: 

I am pleased to be here today to discuss our recently issued report on 
technical issues arising from the digital television (DTV) transition 1 — 
Digital Television Transition: Majority of Broadcasters Are Prepared for 
the DTV Transition, but Some Technical and Coordination Issues 
Remain — and our work on the extent of consumer awareness about the 
transition. My comments are based on our body of work on the DTV 
transition completed for this subcommittee. 2 We are continuing to review 
public and private sector efforts underway to implement the transition and 
plan to report on those issues later this year. 

The Digital Television Transition and Public Safety Act of 2005 mandates 
that full-power analog television broadcast signals cease on February 17, 
2009. After that date, households who view television on analog sets solely 
through the reception of over-the-air signals must take action to ensure 
that they have the necessary equipment, such as a digital-to-analog 
converter box, or subscription video service to be able to view the digital 
broadcast signals. If they do not take such action, they will not be able to 
watch television programs. The act also directed the National 
Telecommunications and Information Administration (NTIA) to establish a 
$1.5 billion program through which households can obtain coupons for the 
purchase of digital-to-analog converter boxes. Beginning January 1, 2008, 
households could request up to two $40 coupons toward the purchase of 
eligible 3 digital-to-analog converter boxes. While federal law mandates that 
all full-power stations must cease to broadcast in analog on February 17, 
2009, low-power television broadcast stations are not covered by the law. 4 
Low-power stations provide opportunities for locally-oriented television 


‘GAO-08-510. 

2 See appendix II for our related products on the DTV transition. 

3 NTIA established technical and performance specifications that converter boxes must 
meet to be eligible for the converter box subsidy program. 

4 In addition to low-power stations, there are other low-power facilities that are not required 
by law to transition to digital by February 17, 2009. These facilities include (1) Class A 
television stations, which are a type of low-power station that qualify for interference 
protection rights and must satisfy certain requirements; (2) television translator stations, 
which simultaneously rebroadcast the programs of a full-power broadcast station in 
communities that cannot receive the signals due to large geographic barriers; and (3) 
television booster stations, which are low-power facilities that retransmit programming 
from full-power stations and are intended to serve areas of low signal strength within full- 
power stations’ contours. 
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service in small communities and these stations may continue to broadcast 
in analog after the DTV transition. Viewers who wish to continue watching 
low-power analog programming might need to take action to continue 
receiving analog signals after the transition. To help the public understand 
the DTV transition and the various options they have, FCC, NTIA, and 
industry stakeholders are conducting consumer education and awareness 
programs. 

In my testimony today, I will discuss (I) the progress full-power broadcast 
stations have made in transitioning to digital, as well as the technical and 
coordination issues they face; (2) issues pertaining to low-power television 
stations and how they affect consumers; and (3) the extent to which 
American households are aware of the DTV transition and likely to utilize 
the converter box subsidy program. 

To obtain information on the technical and coordination issues facing 
broadcast stations, we conducted a Web-based survey of the full-power 
commercial and noncommercial television broadcast stations. From a 
total of 1,747 broadcasters, we surveyed 1,682 stations located in the 50 
states and the District of Columbia for which we could obtain contact 
information. To determine the extent of consumer awareness about the 
transition, we commissioned a telephone survey of the U.S. adult 
population. This survey followed a probability sampling procedure based 
on random selections of households and individuals. A total of 1,010 
completed interviews were collected during late March and early April 
2008. All percentage estimates presented have margins of error of plus or 
minus 6 percentage points or less. Further, we reviewed government 
documents and data and interviewed officials with the Federal 
Communications Commission (FCC) and NTIA, as well as a wide variety 
of industry and other private stakeholders, such as satellite and cable 
television providers, manufacturers, national retailers, industry 
associations, and consumer advocacy groups. See appendix I for more 
detailed information on our scope and methodology. We conducted our 
work in accordance with generally accepted government auditing 
standards. Those standards require that we plan and perform the audit to 
obtain sufficient, appropriate evidence to provide a reasonable basis for 
our findings and conclusions based on our audit objectives. We believe 
that the evidence obtained provides a reasonable basis for our findings 
and conclusions based on our audit objectives. 
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In summary: 

• Broadcasters have made significant progress in preparing for the DTV 
transition. Many stations are already broadcasting their digital signal in Ml 
power with the only remaining step being to turn off their analog signal. 
Specifically, as of February 2008, 91 percent of broadcasters responding to 
our survey reported that they were already transmitting a digital signal. 
Nine percent of stations responding to our survey had yet to begin 
broadcasting a digital signal, but almost all of those stations expected to 
be broadcasting digitally by February 17, 2009. In finalizing the transition 
to digital, some stations still must resolve technical, coordination, and 
construction issues. Technical issues include relocating either digital or 
analog antennas and, in some cases, constructing new broadcast towers. 
Some stations are bound by financial constraints related to the costs of 
resolving these issues. In fact, at the time of our survey, 69 stations 
indicated they have yet to start construction on their final digital facilities 
due to financial constraints. In addition, some stations have outstanding 
coordination issues, such as the U.S. government reaching agreements 
with the Canadian and Mexican governments regarding signal interference 
issues and coordinating with cable providers and satellite companies. 

• Since most low-power stations do not plan to transition to digital by 
February 2009, it is possible for some viewers to receive programming in 
analog (from low-power stations) and digital (from full-power stations) 
after the transition date. Potentially millions of viewers can receive low- 
power analog transmissions, including programming from the major 
networks (ABC, CBS, NBC, and Fox), Spanish language broadcasting, and 
public television. To have access to both analog and digital television 
signals after the DTV transition, viewers could purchase a special kind of 
converter box that passes through an analog signal and a digital signal, 
often referred to as analog pass through, or purchase other equipment. 
Currently, converter boxes with analog pass through are available for 
purchase online and at two national retailers. Public and private 
stakeholders have taken steps to educate the public about the low-power 
broadcasts potentially remaining in analog and options available to 
consumers, but some advocacy groups and others have expressed 
concerns that the messages intending to explain the low-power issue are 
instead confusing the public. Further complicating matters, many 
consumers do not know the difference between full-power and low-power 
stations or whether the signals they receive are full or low power. 

• According to our consumer survey results, most households will be 
unaffected by the DTV transition and a vast majority have heard of the 
transition. While about 84 percent of people have heard of the transition, a 
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smaller number of people have more specific knowledge of the transition 
date and why the transition is talcing place. Those at higher risk of being 
affected by the transition— households viewing over-the-air television 
signals— have higher levels of awareness than those who will be 
unaffected. Over half of households have heard of the converter box 
subsidy program and those households at risk of losing television service 
who plan to take action reported that they are likely to utilize the program. 
However, only a third of those indicating plans to purchase boxes and 
utilize the coupons reported knowing how to obtain coupons. While 
general awareness of the DTV transition is high, there are indications that 
some consumers are confused or unknowledgeable about the transition, 
as 45 percent of those households who are at risk plan no action or 
inadequate action to prepare for the transition. Amongst those unaffected 
by the transition, 30 percent indicated they have plans to ready themselves 
for the transition— despite the fact that no action will be required to 
maintain television service. 


Background 


All full-power television broadcasters are required by law to cease 
broadcasting their analog signal by February 17, 2009. There are numerous 
benefits to transitioning to digital-only broadcast signals, such as enabling 
better quality television picture and sound reception and using the 
radiofrequency spectrum more efficiently than analog transmission. With 
traditional analog technology, pictures and sounds are converted into 
“waveform” electrical signals for transmission through the radiofrequency 
spectrum, while digital technology converts these pictures and sounds into 
a stream of digits consisting of zeros and ones for transmission. A digital 
receiver can make the digital picture and sound near perfect until 
significant fading occurs, at which point no picture can be seen. 

To facilitate the digital transition, Congress and FCC temporarily provided 
each eligible full-power television station (both commercial and 
noncommercial educational stations, including public stations) with 
additional spectrum so they could begin broadcasting a digital signal. This 
companion, or paired, digital channel simulcasts the analog program 
content in digital format. Assignment of the paired digital channel began in 
1997 and FCC completed the digital channel assignment for most stations 
in August 2007. A station’s final digital channel could be (1) the same 
channel as its paired digital channel, (2) the same channel that its analog 
signal uses to broadcast, or (3) an entirety new channel. 

The DTV transition involves preparation on the part of American 
households. This preparation will require citizens’ understanding of the 
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transition and the actions that some might have to take to maintain 
television service. The specific equipment needs for each household to 
transition to DTV— that is, to be able to view broadcast digital signals — 
depends on certain key factors. The method through which a household 
watches television, and whether it has already upgraded its television 
equipment to be compatible with digital television, will factor into the 
equipment needs of the household. While many households may need to 
take specific actions to ensure that they continue to receive television 
signals, others may not need to take any action. As we have previously 
reported, households with analog televisions that rely solely on over-the- 
air television signals received through a rooftop antenna or indoor antenna 
must take action to be able to view digital broadcast signals after the 
termination of analog broadcasting. Options available to these households 
include (1) purchasing a digital television set that includes a tuner capable 
of receiving, processing, and displaying a digital signal; (2) purchasing a 
digital-to-analog converter box, which converts the digital broadcast 
signals to analog so they can be viewed on an existing analog set; or (3) 
subscribing to a cable, satellite, or other service that provides the 
necessary signal to eliminate the need to acquire a digital-to-analog 
converter box. 

The Digital Television Transition and Public Safety Act directed NTIA to 
establish a $1.5 billion subsidy program through which households can 
obtain coupons for the purchase of digital-to-analog converter boxes. 

NTIA established that beginning January 1, 2008, households could request 
up to two $40 coupons toward the purchase of eligible digital-to-analog 
converter boxes. Households requesting coupons must submit the name of 
the person requesting the coupon and a valid United States Postal Service 
address. Initially, any household is eligible to request and receive the 
coupons, but once $890 million worth of coupons have been redeemed, 
and issued but not expired, NTIA must certify to Congress that the 
program’s initial allocation of funds is insufficient to fulfill coupon 
requests. NTIA will then receive $510 million in additional program funds, 
but any households requesting coupons during this second phase must 
certify that they do not receive cable, satellite, or other pay television 
service. Total possible program funding, which includes coupons 
redeemed, and issued but not expired, is $1.5 billion. The last day for 
consumers to request coupons is March 31, 2009, and coupons can be 
redeemed through July 9, 2009. As required by law, all coupons expire 90 
days after issuance. The fully funded program could provide 33.5 million 
coupons. 
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While all full-power broadcast stations must cease analog broadcasts, low- 
power stations may continue broadcasting in analog after February 17, 
2009. FCC established low-power television service in 1982 to provide 
opportunities for locally-oriented television service in small communities. 
These communities may be in rural areas or may be individual 
communities within larger urban areas. Low-power stations provide 
programming from networks, syndicated programs, movies, and a wide 
range of locally-produced programs. According to FCC, there are more 
than 2,100 low-power stations in operation, some of which broadcast 
syndicated content of major commercial networks and public television 
and numerous other stations reaching a broad swath of the television 
viewing public. Low-power broadcast stations are not required to cease 
broadcasting in analog as of February 2009 and most will continue to 
broadcast in analog after the conclusion of the full-power transition. 
Because there is no mandated transition date for the low-power stations, it 
is unclear when these stations will transition to digital broadcasts. 


The Vast Majority of 
Broadcasters are 
Transmitting a Digital 
Signal, but Some 
Broadcast Stations 
Face a Range of 
Technical, 
Coordination, or 
Other Issues in 
Completing Their 
DTV Transition 


Most broadcasters have made significant progress in preparing their 
stations for the transition to digital, with approximately 91 percent of 
broadcasters responding to our survey reporting that they were already 
transmitting a digital signal. A small number of stations responding to our 
survey (9 percent) had yet to begin broadcasting a digital signal, but 
almost all of those stations expected to be broadcasting digitally by 
February 17, 2009. Before the transition to digital can be finalized, some 
stations still have to resolve (1) technical issues, such as the relocation of 
their digital or analog antenna; (2) coordination issues, such as the U.S. 
government reaching agreements with the Canadian and Mexican 
governments and coordinating with cable providers and satellite 
companies; or (3) other issues, such as the construction of broadcast 
towers or financial constraints that might hinder their ability to complete 
the steps necessary for the transition. 


Almost All Stations are 
Transmitting a Digital 
Signal and the Majority are 
Operating at Full Power 


Broadcast stations have made substantial progress in transitioning to DTV, 
with the vast mtyority already transmitting a digital signal. Information 
obtained from our survey of broadcast stations indicates that 
approximately 9 1 percent of full-power stations are currently transmitting 
a digital signal. Our survey further indicated that approximately 68 percent 
of respondents are transmitting their digital signal at full strength. In 
addition, 68 percent of survey respondents are currently transmitting their 
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digital signal on the channel from which they will broadcast after the 
transition date. Twenty-three percent of stations that responded to our 
survey indicated they will be moving their digital signal to their analog 
channel. In addition, other stations need to move to a completely new 
channel. While almost all full-power stations are already broadcasting a 
digital signal, 97 stations, or 9 percent of stations responding to our 
survey, are not currently broadcasting digitally. Almost all of these 
stations, however, indicated that they plan to have their digital signal 
operational by February 17, 2009. Three stations responded that they were 
not planning to broadcast a digital signal by February 2009. According to 
FCC, stations that are not currently transmitting a digital signal either (1) 
were granted a license to operate a digital signal along with their analog 
signal but have yet to begin broadcasting digitally or (2) were not given a 
companion, or paired, digital channel and plan to turn off their analog 
signal at the same time that they turn on their digital signal — known as 
“flash cutting.” According to our survey, 6 percent of the stations (61 
stations) indicated that they plan to flash cut to a digital-only broadcast. 
According to FCC, flash cutting may present challenges, since it will 
involve stations’ ending their analog television operations and beginning 
their digital television operations on their current analog channel or, in 
some cases, will require that a station change to a new channel to be fully 
operational. Of those stations responding to our survey that plan to flash 
cut, only 21 percent had begun constructing final digital facilities at the 
time of our survey. Furthermore, 64 percent of the flash cutters 
responding to our survey noted that they need to order equipment to 
complete their digital facilities. 


Some Broadcast Stations 
Need to Address Technical, 
Coordination, and Other 
Issues to Support a 
Smooth Transition 


Some stations, including those already broadcasting a digital signal, still 
have technical, coordination, or other issues that need to be resolved 
before completing their transition. For example, over 13 percent of 
stations responding to our survey indicated that they have to install or 
relocate their digital or analog antennas in transitioning to digital. Some 
stations still needed to order equipment, such as antennas, to build their 
final digital facilities. According to an antenna manufacturer we contacted, 
it can take from 6 weeks to 9 months to design, order, and install an 
antenna, depending on the antenna's complexity. This manufacturer told 
us that stations need to have their orders placed by June 2008 to be 
assured of having the equipment installed prior to the transition date. 
Furthermore, stations may have coordination issues to address in 
completing their final digital facilities. For example, some stations are 
awaiting agreements with the Canadian and Mexican governments 
regarding their signals crossing the borders of these respective countries 
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before the stations can complete their digital facilities. Stations will also 
need to coordinate with cable providers and satellite companies to ensure 
that cable and satellite facilities can receive digital signals when the analog 
signals are turned off; most of those responding to our survey indicated 
that they are coordinating with or are planning to coordinate with cable 
providers and satellite companies. Lastly, stations that have to construct 
broadcast towers or have financial constraints might be affected during 
their transition. According to our survey, 47 stations indicated that they 
need to construct a broadcast tower or reinforce an existing tower to build 
their digital facilities. Another 69 stations responding to our survey 
indicated that due to financial constraints, they have not started 
construction on their final digital facilities or that they have not begun 
broadcasting a digital signal. 


Viewers Have Options 
to Prevent Loss of 
Service from Low- 
Power Analog 
Broadcasts, but 
Concerns Remain 
About the Clarity of 
Information 
Pertaining to this 
Issue 


Potentially millions of viewers can receive low-power analog 
transmissions, including programming from the major networks (ABC, 
CBS, NBC, and Fox), Spanish language broadcasting, and public 
television. According to FCC data, 296 low-power stations broadcast one 
of the four major networks, 109 low-power stations broadcast a Spanish 
language network, and 45 low-power stations are affiliated with the public 
broadcasting service. Since most low-power stations will not transition to 
digital in February 2009, it is possible for viewers to receive programming 
in analog (from low-power stations) and digital (from full-power stations) 
after the transition date. As previously noted, one of the options 
households have to prepare for the transition is purchasing a digital-to- 
analog converter box. However, such a box could prevent the television 
from receiving low-power analog signals. To have access to both analog 
and digital television signals after the DTV transition, viewers could use a 
special kind of converter box that passes through an analog signal and a 
digital signal, often referred to as analog pass through. Absent a converter 
box with analog pass through capability, viewers could obtain a small 
device called a “splitter.” 5 According to the National Association of 


'"’Households with digital televisions will also be able to receive both digital and analog 
signals. 
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Broadcasters (NAB), installing the splitter and new wiring is similar to 
connecting a television to a DVD player and VCR. 6 

Currently, converter boxes with analog pass through are available for 
purchase online, and two national retailers indicated the boxes are 
available in their stores now. The remaining national retailers we 
contacted told us they would begin stocking such boxes in mid June 
through early September. 7 At least one national retailer we spoke with is 
carrying items (such as the splitter) which would allow consumers to view 
both digital and analog signals without purchasing a converter box with 
analog pass through. The retailers we contacted said all of their stores will 
be selling converter boxes with analog pass through, regardless of location 
or prevalence of low-power stations. Some retailers said they are analyzing 
market data to help them understand which markets will have increased 
need for these boxes. For example, one retailer told us that it is analyzing 
data to determine which markets will need and therefore initially receive 
more boxes with analog pass through, with the goal of having boxes with 
analog pass through in ail stores later in the summer of 2008. 

Public and private stakeholders have taken steps to educate the public 
about the low-power issue and the options available to consumers. For 
example, FCC issued a consumer advisory which serves as a resource 
guide on low-power television. 8 Further, FCC is urging all low-power 
broadcasters to immediately begin educating their viewers about this 
issue. FCC noted that such stations could notify their viewers that they are 
watching a low-power broadcast station that will continue to offer analog 
service after the transition date and viewers that plan to purchase a 
converter box should purchase a model with analog pass through. NTIA 
also developed a resource guide. 8 According to NTIA, it has provided 
information to operators of low-power stations so they can inform their 
viewers of the options they have regarding the DTV transition. NTIA said it 


According to NAB, consumers who use an antenna splitter and/or an antenna A/B switch 
can then switch back and forth between analog reception directly with the television or 
digital through the converter box. An A/B switch and splitter and additional antenna cables 
are inexpensive and can be found at most consumer electronic retailers. 

7 We contacted all national retailers who are participating in the converter box subsidy 
program, except for one retailer who was unwilling to meet with us. 

^The FCC guide is available online at 
http^7www.fcc.gov/cgb/consiunerfacts/DTVandLPT\'.html. 

*NTIA's resource guide is available online at https://w r ww.dtv2009.gov/lowpower/. 
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has encouraged converter box manufacturers to consider the needs of all 
viewers, including viewers of low-power stations, in the development of 
converter boxes. NAB and others have added information about low- 
power stations to their Web sites and clarified that only full-power stations 
are transitioning in February 2009. 10 However, the Community 
Broadcasters Association, which represents low-power stations, believes 
public and private education efforts about the DTV transition focus on the 
end of analog broadcasts and are misleading to viewers. 

While public and private efforts are ongoing to inform the public about 
low-power stations not transitioning to digital, some have expressed 
concerns that the messages intended to explain this issue are instead 
confusing the public. Further complicating matters, many consumers do 
not know the difference between full-power and low-power stations or 
whether the signals they receive are Ml or low power. We heard from 
advocacy groups for disadvantaged populations that the messages 
intending to explain the low-power issue could be overly confusing. For 
example, one group questioned how those watching low-power stations 
would understand that (1) they are viewing low-power broadcasts, (2) 
these stations are not transitioning to digital, and (3) what actions they 
need to take to maintain the ability to watch low-power broadcasts. This 
group said many Spanish speakers are reliant on low-power stations to 
view Spanish language broadcasts but many in that community are not 
aware of the issue with low-power stations or that they are reliant on low- 
power stations. 


Most People are 
Aware of the DTV 
Transition, but Many 
are Unprepared or 
Have Inadequate 
Plans 


Most households will be unaffected by the DTV transition and a vast 
majority have heard of the transition. According to our consumer survey 
results, about 84 percent of the population has heard of the transition, but 
smaller numbers of people have more specific knowledge of the transition 
date and why the transition is taking place. Those at higher risk of being 
affected by the transition — households viewing over-the-air television 
signals — have higher levels of awareness than those who will be 
unaffected. Over half of the population has heard of the converter box 
subsidy program and those in households at risk of losing television 
service who plan to take action are likely to utilize the program. However, 
only a third of those indicating plans to purchase boxes and utilize the 
coupons know how to obtain coupons. While general awareness of the 


,0 NAB’s initiative can be found at http://www.lpwarawere.com''. 
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DTV transition is high, there are indications that some consumers are 
confused or unknowledgeable about the transition, as 46 percent of those 
households who are at risk plan no action or inadequate action to prepare 
for the transition. 


About 65 Percent of 
Households Have All 
Televisions Connected to a 
Subscription Service, but 
the Remaining 35 Percent 
are at Risk of Losing Some 
or All of Their Television 
Service After the 
Transition 


Our survey categorized households into varying risk levels of being 
affected by the DTV transition, with most households (65 percent) unlikely 
to lose television service. According to our survey of consumers, 
approximately 15 percent of households are at risk of losing television 
service once the transition is complete because they rely solely on over- 
the-air television signals. We refer to this group as “high risk.” An 
additional 21 percent of households have at least one television used to 
watch over-the-air signals. While this group of consumers has one or more 
televisions connected to a subscription service such as cable or satellite, 
they still have at least one television used to watch over-the-air television. 
We refer to this group as “medium risk” because unless they take action, 
they could lose television service on the set or sets not connected to cable, 
satellite, or other subscription service. Also, our survey found that 65 
percent of households have all of their televisions used for watching 
programming connected to a subscription service. We refer to this group 
as “low risk” since they are unlikely to be adversely affected by the DTV 
transition. 


Our survey suggests that while most Americans do not believe the 
transition will be disruptive, some do not fully understand the 
ramifications the transition could have on their ability to watch television. 
We asked respondents how disruptive they expected the change from 
analog to digital to be and found that 55 percent expect the transition will 
not be at all disruptive. Only 10 percent of the population expects the 
transition to be very disruptive and even among high risk households — 
those who most likely must take action or lose television service — only 20 
percent expect the transition to be very disruptive. Nevertheless, while 
most households (69 percent) believe the transition will be either not at all 
disruptive or not too disruptive, of this segment of the population, 54 
percent had inadequate or no plans for the transition despite being at 
medium or high risk of losing television service. 

NTIA and FCC have identified a number of at-risk populations who might 
be more likely to be adversely affected by the transition. These groups 
include seniors, low-income, minority and non-English speaking, rural 
households, and persons with disabilities. Those most likely to be affected 
by the transition are spread across all types of households throughout the 
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country, but in some cases, there are particular characteristics of note 
regarding which types of households represent the high and medium risk 
groups. Our survey collected demographic information on households and 
found that certain subgroups of the population were more likely to be 
affected by the transition. For example, households at risk of losing all 
television service — those in the high risk group — were more likely to be in 
urban locations than households in die medium risk group. Households in 
the various income categories are spread across the different risk groups; 
however, the lower income group has a larger portion of high risk 
households. Specifically, those with income lower than $50,000 are 
composed of 19 percent high risk, whereas 14 percent of households with 
income from $50,000 to $99,999 are high-risk and only 7 percent of 
households with income of $100,000 and above are high risk. 


General Awareness of the 
DTV Transition is High, but 
Detailed Knowledge is 
Much Lower 


Overall, about 84 percent of Americans have heard of the DTV transition 
according to our survey results. To test the survey respondents’ level of 
awareness, we asked if they had heard of the DTV transition and if they 
knew when and why the transition was taking place. We found the 
percentage of people with detailed knowledge about the transition 
declines with die specificity of information. For example, 62 percent knew 
the year (2009) that the transition would take place, but only 31 percent 
knew the month and year (February 2009). Additionally, only 35 percent of 
people who indicated they were aware of the transition— 29 percent of the 
population as a whole — could explain why the transition is taking place. 
The most common responses on why the transition is taking place were 
related to technology improvements. Twenty percent indicated the 
transition would bring about general technological advancements and 30 
percent cited better television picture quality as the reason for the 
transition. Much smaller percentages of the population indicated the 
transition was to free up airwaves for a variety of reasons, including 
improved emergency communications. 


Those who may be more seriously affected by the transition have higher 
levels of knowledge about the transition and when it will take place than 
those who will be less seriously affected. To determine the awareness of 
the households that will be most affected by die transition, we segmented 
survey questions by risk group. Our survey indicates that consumer 
awareness was higher, in most cases, across a variety of questions, for the 
medium and high risk groups than for the population as a whole. In 
particular, for the medium risk group — the largest block of affected 
households— 90 percent indicated they were aware of the transition. In the 
more detailed indicator of awareness, knowledge of the transition date, 40 
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percent of high risk households, 37 percent of medium risk households, 
and 27 percent of low risk households were aware of the month and year 
the transition will take place. 

Our survey results indicate that some demographic groups show different 
levels of awareness from the overall population. We examined awareness 
of the transition across demographic factors, such as age, ethnicity, 
income, and disability and examined, additionally, the awareness of those 
households likely to be affected by the transition — the high and medium 
risk groups. 

Age: Across various age categories, there were few differences in overall 
consumer awareness, but people in the middle-age group (45 to 64) have 
the highest rates of awareness of the DTV transition, its timing, and why it 
is occurring. Respondents who were 65 and older showed slightly lower 
levels of awareness. When looking specifically at awareness of the 
transition date for age groups, 29 percent of 18- to 44-year-olds, 36 percent 
of 45- to 64-year-olds, and 26 percent of those 65 and older knew the 
month and date of the transition. As for the reason for the transition, 18- to 
44-year-olds had the lowest percentage of those aware of why the 
transition was taking place. 

Ethnicity. By ethnicity, those self-described as white or Caucasian had 
higher general awareness (86 percent) than those nonwhite ethnic groups 
(78 percent). This trend in awareness followed for the additional specific 
questions about the transition and is more pronounced for the at-risk 
groups. When high and medium risk households were asked about why the 
transition was taking place, only 16 percent of nonwhite respondents were 
knowledgeable compared with 45 percent in the white/Caucasian group. 

Income: Higher Income was associated with greater awareness. For those 
individuals with incomes from $15,000 to $34,000, 84 percent were aware; 
for those with incomes ranging from $35,000 to $49,000, 90 percent were 
aware; $50,000 to $99,000, 90 percent were aware; and for those making 
over $100,000, 94 percent were aware. On the other hand, 69 percent of 
those making less than $15,000 per year were aware of the transition. 

Disabiiities: We found that 77 percent of those with disabilities were 
aware of the transition. 

Community type: We found that awareness did not differ significantly in 
different community types. In urban, suburban, and rural/small-town 
groups, awareness was around 84 percent, similar to that of the 
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population. There was also little variance by region of the country: the 
Northeast, Midwest, West, and South regions all showed similar 
awareness. 

Our results indicate that, across all risk groups, television is the most 
pervasive source of information about the transition. In particular, 82 
percent of the population indicated they heard of the transition by 
television. In addition, 45 percent said they had heard about the transition 
by word-of-mouth and 30 percent from newspapers or magazines. Many 
fewer (17 percent) had heard about the transition from the Internet and 1 1 
percent heard about the transition from retail stores. 


Households Planning to 
Take Action for the DTV 
Transition are Likely to 
Utilize the Converter Box 
Subsidy Program, but 
Many Household Plan to 
Take No Action to Prepare 
for the Transition 


Greater than half of the population is aware of the NTIA converter box 
subsidy program, but more detailed knowledge of the program is much 
weaker. Overall, awareness of the converter box subsidy program is at 55 
percent. The high and medium risk groups have higher awareness, at 63 
percent and 56 percent respectively, than the low risk group at 53 percent 
While general awareness of the subsidy program itself is relatively high, of 
those households who intend to purchase a converter box and to request a 
coupon from the NTIA program, only 33 percent were aware of how to 
obtain a coupon. 


Those households who indicated that they were likely to purchase a 
converter box reported very high rates of likelihood to request the 
coupons. In the high risk group, of those who intend to purchase a 
converter box, 100 percent of respondents said they were likely to request 
a coupon. In the medium risk group, 89 percent of these households said 
they were likely to request coupons. According to NTIA officials, the rate 
of those requesting two coupons is approximately 89 percent. 


The intention of households to utilize the converter box subsidy program 
if they plan on purchasing converter boxes is clear. However, the percent 
of those who indicated they are likely to purchase a converter box in the 
first place is much lower. In the high risk group, 49 percent, and in the 
medium risk group, 32 percent of households are likely to purchase a 
converter box. Additionally, 15 percent of households in the low risk 
group said they would purchase a converter box when the transition takes 
place. This indicates not only that some households may be confused or 
unknowledgeable — low risk households should not need converter 
boxes — but that households with no need for converter boxes may utilize 
the subsidy program. Of the low risk households, 86 percent said they 
would utilize the NTIA program. Based on an analysis of our survey, we 
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estimate that households will request roughly 30.6 million coupons. This 
estimate assumes that households will follow through with their plans to 
request coupons. 11 

Despite high overall awareness of the DTV transition, many households 
were unprepared for the transition. We describe as unprepared for the 
DTV transition those in the medium or high risk groups who indicated that 
for the transition, they will do nothing, they do not know what they will 
do, or they specified some other action that will not prepare them for the 
transition. Our analysis determined that 35 percent in the high risk group 
were unprepared and 52 percent in the medium risk group were 
unprepared. Overall, these unprepared groups make up 16 percent of the 
total population. Amongst low risk households, 30 percent indicated they 
have plans to ready themselves for the transition— despite the fact that no 
action is required to maintain television service. 

Thank you, Mr. Chairman, that concludes my statement. I will be pleased 
to answer any questions that you or other Members of the Subcommittee 
might have. 
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respond similarly to landline households, if they do, this could add another 1 1 million 
coupon requests to the estimate. 
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Appendix I: Scope and Methodology 


To obtain information on the technical and coordination issues facing 
broadcast stations, we conducted a Web-based survey of the Mi-power 
commercial and noncommercial television broadcast stations. We asked 
the broadcasters questions related to their digital facilities, construction 
plans, and issues affecting the digital transition. From a total of 1,747 
broadcasters, we surveyed 1,682 stations located in the 50 states and the 
District of Columbia for which we could obtain contact information. We 
conducted our survey from December 2007 through February 2008 and 
obtained completed questionnaires from 1,122 stations, for a response rate 
of 66.7 percent Of those completed questionnaires, 72 percent were from 
commercial stations and 28 percent were from noncommercial stations. 

To obtain information on issues pertaining to low-power television 
stations and how they affect consumers, we reviewed data from the 
Federal Communications Commission and interviewed a wide variety of 
industry and other private stakeholders, such as national retailers, 
industry associations, and consumer advocacy groups. 

To determine the extent of consumer awareness about the transition, we 
commissioned a telephone survey of the U.S. adult population. Our 
objectives were to produce nationally representative estimates of (1) 
knowledge and awareness of the DTV transition and sources of that 
knowledge and awareness, (2) knowledge about the converter box coupon 
program and likelihood to request one or two coupons, and (3) attitudes 
about the impact of the conversion to digital television (e.g. level of 
disruption) Although the survey was designed to measure these issues at 
the population level, our intent was also to focus on several sub- 
populations, including (1) those most at risk of losing their television 
signal, (2) those with lower household incomes, (3) older Americans, (4) 
African Americans and Hispanics, and (5) those with disabilities. We 
analyzed the comparisons between these sub-populations and report on 
differences statistically significant at the 95 percent level. Percentage 
estimates have margins of error of less than 6 percent. 

This survey of the American public was conducted from March 24, 2008 to 
April 7, 2008 by a private research firm. A total of 1,010 completed 
interviews were collected and calls were made to all 50 states. 

Telephone surveys require assumptions regarding the disposition of non- 
contacted sample households that meet certain standards. For this survey 
the response rates were calculated using American Association of Public 
Opinion Research (AAPOR) Response Rate 3. Based on these 
assumptions, the response rate for the survey is 38 percent. A random digit 


GAO-08-881T 





80 


dial (RDD) sampling frame was used that includes both listed and unlisted 
numbers from working blocks of numbers in the United States. 
Technically, it provides a near 100 percent coverage of all households with 
landlines however, the RDD sampling frame approach cannot provide any 
coverage of the increasing number of cell phone only households. The 30.6 
million estimate for coupon requests (which ranges from 25.6 million to 
35.5 million coupons) does not include 13.1 percent of the households that 
are cell phone only households or 13.3 percent of the households for 
which there was no telephone service or no reported telephone status. 
While we could not substantiate an assumption that these households 
would respond similarly to landline households, if they do, this could add 
another 11 million coupon requests to the estimate. Additionally, the 
number of households that decide to replace their television rather than 
add the converter box could increase, which may decrease the demand for 
converter boxes. 

Because many households contain more than one potential respondent, 
obtaining an unbiased sample from an RDD frame requires the random 
selection of the individual respondent from among all potential 
respondents within the sampled household (as opposed to always 
interviewing the individual who initially answers the phone). This was 
accomplished using the most recent birthday method, in which the 
interviewer requests to speak to the household member aged 18 or older 
who had the most recent birthday. If the selected respondent was not 
reachable after three call attempts, a substitute respondent was selected 
from among household members 18 years of age or older who were 
available at the time of the call, or an appointment was set for a household 
member who was willing to participate at a later time. 

The results of this survey reflect an estimated awareness of the DTV 
transition for the time frame of the survey only. Some questions in the 
survey ask about the respondent’s knowledge or awareness of the 
transition and the coupon program. As consumer education about the 
transition and the coupon program increases, the number of people aware 
of the transition and the coupon program will probably increase. 
Additionally, the respondent may not be the person in the household 
responsible for obtaining a coupon or deciding how to handle the 
transition. As a result, the individual response may indicate that the person 
is unaware, but someone else in the household could be planning to take 
care of the issue. As a result, we may overestimate the percentage of 
unaware households. 


Page 2 


GAO-08-88 IT 




81 


Finally, in the survey we asked respondents about likely behavior once the 
transition occurred. Only those who said they were likely to purchase a 
converter box were asked if they would request a coupon and then were 
asked whether they would request one or two government coupons. In our 
calculation of coupon demand we assume that those who do not say they 
are likely to purchase a coupon box will not request a coupon. 
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Mr. Markey. And we thank the panel, and the Chair now recog- 
nizes himself for a round of questions. We are going to begin with 
you, Dr. McGuire-Rivera. 

In your testimony you state, “As distributed but unredeemed cou- 
pons expire, funds otherwise obligated to those coupons will be re- 
turned to the coupon program. The program currently has limited 
administrative funds to distribute additional numbers of coupons 
that might be issued for the return funds. The program is carefully 
watching its administrative funding limits so that it can distribute 
as many coupons as possible.” This sounds like money might be re- 
turned to the pool so that additional eligible consumers apply and 
obtain needed converter boxes, but that a lack of administrative 
funds might prevent the program from mailing them out to the 
people in America that need these converter boxes. 

Please explain. This sounds like there could be a big problem 
here. 

Ms. McGuire-Rivera. We asked for the contention funds. One of 
the reasons we asked for it is we thought not so much that you 
would need money for coupons, but we could in fact need money 
for administration due to mid changes that we are going to be mak- 
ing in the program from the rulemakings and because there is 
going to be a lot of recycling. And I think when the administrative 
funds were established, there was never enough money for endless 
recycling of the coupons. 

Mr. Markey. Is this potentially a big problem, that you won’t 
have the funding? 

Ms. McGuire-Rivera. I would say it would be a midsized prob- 
lem. 

Mr. Markey. A midsized problem might entail having a million 
people not being able to make the commercial — I am wondering, 
how do you define midsized? Do you need more administrative 
funds, in other words? Or does IBM need to do something here? 
Tell us what the solution is. 

Ms. McGuire-Rivera. The funds would go to IBM. 

Mr. Markey. What do you need us to do? 

Ms. McGuire-Rivera. We need you to work with us as we figure 
out what is actually going on with the redemption rates and with 
the demand rates. If demand stays high and redemption stays 
where it is, about 30 to 40 percent, it looks like we will be able to 
redistribute more coupons than we ordinarily thought. So we would 
have to get more money basically to buy more stamps to send out 
coupons. 

Mr. Markey. So you are going to need more money, though? Is 
that what you are saying? 

Ms. McGuire-Rivera. Possibly for stamps. 

Mr. Markey. Possibly stamps. OK. So we won’t think of that as 
money. But there is a price on that. 

Ms. McGuire-Rivera. There is a price on that. 

Mr. Markey. And you will pay for those stamps with money 
maybe? 

Ms. McGuire-Rivera. We will need money. 

Mr. Markey. OK. Thank you. 

Mr. Goldstein, what data point in the initial survey results would 
you highlight as particularly concerning to you? 
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Mr. Goldstein. I think there are several. We think there is a 
fair amount of confusion still out there as I indicated. Number one, 
of the — roughly 45 percent of households that are in the high-risk 
group do not plan to take action. They seem to be unprepared to 
know what it is they need to do in terms of getting a converter box 
or a coupon. Of those who do understand what the program is and 
that they need to take some action, 100 percent of them said that 
they would actually redeem a coupon. 

But there are other confusion points as well. As you indicated in 
your opening statement, 30 percent of households that are in the 
low-risk group that really don’t have to take any action at all still 
plan to take action to get a converter box and therefore might also 
get a coupon and therefore be a drain on the treasury. There are 
a number of sort of anomalies and a lot of confusion still out there 
that have 

Mr. Market. Let me ask you this. I think we heard from Dr. 
McGuire-Rivera that 40 percent of the calls coming into the call 
center are in Spanish. Can you talk about that issue and how well 
the program is working in terms of addressing that community? 

Mr. Goldstein. We didn’t specifically look for this particular re- 
port of those issues. We are doing some ongoing work now to con- 
tinue to look at the consumer 

Mr. Markey. Could you do me a favor, Mr. Goldstein? Could you 
put aside a special focus on that issue of how the Hispanic commu- 
nity is going to ultimately be dealt with with this program? If 40 
percent of the calls coming in are in Spanish, there is obviously an 
issue here because it only represents maybe 10 or 11 percent of our 
population. So to the extent to which something is popping up like 
that, I would appreciate it if GAO would focus on it. 

And in fact if I can go back to you, Chairman Martin, how do 
you respond to these concerns that are being raised here at NTIA 
in terms of its administrative funding and over here with regard 
to the awareness but yet these gaps that exist in terms of individ- 
uals’ response? 

Mr. Martin. I certainly support NTIA if they needed extra ad- 
ministrative funding to be able to mail out the coupons, then I 
think that that is a critical thing that we will need to make sure 
everyone gets to take advantage of the coupon program. I think 
that the Hispanic and Spanish speaking homes are twice as likely 
to not subscribe to cable or satellite. So they are a particularly at- 
risk population. The potential problem is compounded by the fact 
that it is even harder to get the message out to them. I think that 
is one of the reasons why they have been certainly one of our top 
target groups. And I think that what we need to do is continue to 
try to work with the organizations who understand how to get a 
message out at a grassroots level to them. We have — I think both 
NTIA and the Commission translated all of our information so that 
it is available in Spanish, but we really are trying to work at the 
grassroots level like what we are doing with Univision for town 
hall meetings, like what we are doing with the Hispanic Chamber 
of Commerce for town hall meetings and in cities with high Span- 
ish speaking populations. I think it is going to be critical to make 
sure that they understand this transition is going to impact them 
as well. 



87 


Mr. Markey. Thank you. My time has expired. The Chair recog- 
nizes the gentleman from Florida, Mr. Stearns. 

Mr. Stearns. Thank you, Mr. Chairman. Dr. McGuire-Rivera, I 
just want to clarify a little of what Chairman Markey mentioned. 
If you get access to the second set of funds that in fact have been 
allocated through Congress and made available to you, as the stat- 
ute has stipulated, will you then have enough money for the ad- 
ministrative expenses and coupons? 

Ms. McGuire-Rivera. We are being very cautionary about that. 

Mr. Stearns. Can you bring your mic a little closer? 

Ms. McGuire-Rivera. We are being very cautious about that be- 
cause we may in fact need a little bit more to continue to recycle 
coupons. And also we won’t really have a firm answer on that until 
we get a better sense of what it is going to cost to do the rule- 
making changes. So we may, we may not. I don’t think it is a huge 
alarm at this point. But I also don’t want to be in a situation where 
we would come back to you in July and surprise you. 

Mr. Stearns. Yeah. But we have allocated $60 million additional 
money for you. Do you think you will need more than that in addi- 
tion — if we give you access to that funding, do you suspect you will 
need more than $60 million? 

Ms. McGuire-Rivera. We could depending on the redemption 
rates and 

Mr. Stearns. Give me a worst case scenario. How much more 
money will you need? 

Ms. McGuire-Rivera. I really couldn’t give you that number 
right now. 

Mr. Stearns. OK. 

Ms. McGuire-Rivera. We will get back to you and provide you 
more detail. We have done studies of how the coupons would cycle 
through, and I would be happy to have the people who worked on 
that sit down with the staff and go through that. 

Mr. Stearns. Is it possible that the administrative charges could 
be more efficiently implemented so that you wouldn’t need more 
than the 

Ms. McGuire-Rivera. We are looking at that, too. 

Mr. Stearns. I think you should look at that, too, at this point. 

Ms. McGuire-Rivera. My preference would be not to have to ask 
for money, quite frankly. 

Mr. Stearns. OK. Chairman Martin, thank you for being here 
and let me compliment you again, as I did in the opening state- 
ment, for this demonstration, just quickly how you feel about the 
demonstration. Do you think there is going to be any problem or 
are you going to take heat for something that is a great idea that 
didn’t work perfectly when you were actually just — we all suspect 
there are going to be problems, so that is why we are doing a dem- 
onstration. 

Mr. Martin. Sure, I am anxious about both the experiment in 
Wilmington and about the ultimate transition. I think both of them 
face the same kind of challenges in making sure that we have in- 
formed everyone to the maximum extent possible and that we have 
gotten everyone as prepared as possible. So I am anxious about 
both. But I do think that we will be able to take and learn some 
important lessons about what is most effective in educating con- 
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sumers and also some of the technical questions that have been 
asked about things like the antenna reach — I mean the power — the 
reach of the digital broadcast stations and whether people need 
new antennas or not. I think both of those will be able to be in- 
formed by the experiment that we are undergoing. 

So, sure, I am anxious about it, but I think it is an important 
effort. 

Mr. Stearns. Mr. Chairman, if you are looking for another city 
after Wilmington, North Carolina, you can go to Jacksonville, Flor- 
ida. It is a little larger city, but I think they would be willing to 
take that opportunity, too. 

Mr. Martin. We have — I believe there were seven or eight mar- 
kets we identified as being prepared, and we actually contacted 
them and we actually contacted several markets in Florida. I would 
be happy to share that with you. I think Jacksonville may have 
been one of them. But there was actually no other market that was 
willing to at the time. But we would be happy to work with you. 
If we can get them to go through it as well, we would be happy 
to. 

Mr. Stearns. OK. Well, I will contact them. I have a little longer 
question. I am glad you pulled the AWS-3 item from tomorrow’s 
FCC open meeting. I think I am concerned that you are perhaps 
moving down a path that is similar to what I talked about with the 
700 megahertz auction. I think at least the people I have talked 
to acknowledge that by conditioning some of the 700 megahertz 
spectrum largely on a business model, and many of us think these 
business models were implemented or proposed by Google or Front- 
line, and I think you decrease the revenue by doing that as much 
as $10 billion and perhaps hurt our goal of finding a private part- 
ner to build out a public safety network spectrum cleared by the 
DTV legislation, as we predicted in our letter that at that time 
Chairman Barton — or Mr. Barton of Texas, the ranking member on 
our committee, sent to you and which I signed. In the AWS-3 auc- 
tion, you were once again considering conditions largely tailored to 
one business model this time as proposed by M2Z. We don’t think 
this is necessarily appropriate. It sets up winners and losers. It will 
reduce revenue. What we need to do is to help build out a public 
safety network, especially if the D-block re-auction fails again. 

So I guess the question is, do you agree? If you do, will you com- 
mit to move on the AWS-3 spectrum until we — will you commit not 
to move, not to move on the AWS-3 spectrum until we see what 
happens in the D-block re-auction? 

Mr. Martin. I think that in the last few years, we have made 
significant strides in broadband deployment. But I do think that we 
should also recognize that there are additional things we could end 
up doing to try to make sure we are facilitating the broadband 
availability and broadband affordability to people throughout the 
country. I think that to the extent that there were companies that 
were willing to bid on and off for our broadband service in this 
spectrum and at the same time reserve a piece of that spectrum to 
offer free broadband throughout the country, I think that would 
have a significant public interest benefit and be able to be a lifeline 
broadband service. It would be at slower speeds than you might be 
able to get otherwise. It would be more like the dial-up speeds 
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probably of today in comparison to what the commercial providers 
would be offering. But I think if someone was willing to make that 
kind of a commitment as part of their going forward, I think that 
is a significant public interest benefit that I don’t — I think the 
Commission should take into account. 

I think it is also important to recognize that while the people 
who are proposing that as their — that we should include that as a 
condition. That is being opposed by the traditional industry players 
but the traditional industry players are actually wanting us to en- 
cumber the spectrum in other ways that actually make it conducive 
to their business model. They want us to put certain power limits 
on it and make it just basically available only for one-way distribu- 
tion of service. So the only people that would be able to really take 
advantage of the AWS spectrum would be whoever owned the spec- 
trum right next door in that geographic area. So whoever owned 
the frequency right next door. They really want it to be reserved 
to be able to offer mobile video services, the kind of media flow, 
Qualcomm kind of services. 

So I think that you have got the traditional industry players who 
are also advocating that basically we only have one business model 
for this piece of spectrum. I think that the business model that we 
should be advocating is trying to take into account some kind of a 
lifeline broadband service for consumers. I think that is important, 
and I continue to believe it is an important policy. 

Mr. Markey. The gentleman’s time has expired. The Chair recog- 
nizes the gentleman from San Antonio, Mr. Gonzalez. 

Mr. Gonzalez. Thank you very much, Mr. Chairman. And again, 
I commend you for keeping on top of this situation because I think 
we really need to be prepared for it. I anticipate there will be a real 
avalanche of activity as we move closer to February 17, 2009. And 
if any of the witnesses disagree with me, in a minute I would like 
your opinion as to why you think this situation is not going to get 
worse before it gets better. 

Dr. McGuire-Rivera, you indicated that 42 percent of the first 
800,000 or so of the coupons had been redeemed, less than half. 
And so I want you to kind of walk me through this because my un- 
derstanding is we are having difficulty stocking some of these con- 
verters, especially the pass-through converters, let us say in San 
Antonio where I have one of my local grocery store chains, H-E-B, 
which is a huge, huge presence in Central and South Texas. H-E- 
B alone has sold nearly 19,000 converter boxes. This is a quote. 
About 100 boxes will arrive at the store on Sunday afternoon and 
by Monday afternoon they are gone. Now, they are only selling 
analog pass-through boxes for the obvious reasons in our area, and 
I really do commend them. 

The other thing that I want to also point out to you — and I point 
this out at every hearing — the one thing that all these households 
have in common is electricity. So we have our municipally-owned 
utility company. It is my understanding at this point that they will 
be providing inserts in the monthly bills. So we will be getting into 
those households probably like no other communication will be get- 
ting to those households. And so I am strongly encouraging these 
partnerships. I have no idea if we have other areas that are doing 
this. The avalanche of activity is going to be real obvious. If we 
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only have half of those that you have already granted the coupons, 
you can imagine what is going to happen. People procrastinate. 
This is human nature. So even those that have applied, have the 
coupons, aren’t acting. Can you imagine the activity come Novem- 
ber and December and January? 

So you should be prepared and I don’t want you to be hedging 
that you are going to utilize additional funds and maybe even re- 
questing others. Walk me through this particular scenario. We 
don’t have analog pass-through boxes available like we should, peo- 
ple are behind, they are waiting for the coupons to expire. And I 
think Mr. Stearns may have referred to this. I am not real sure if 
this is what he was describing. I am just looking at the timing of 
redemption. And so they go to the retailer, they don’t have the box. 
They come back, they still don’t have the box. Can the retailer ac- 
cept the coupon, which I believe is a card or whatever? Do they go 
ahead and swipe that at that point in time, even though they don’t 
have a box, but they will in the future deliver the box? And do they 
then get credit and reimbursement for merchandise which has not 
been delivered or do they wait until they have the box, which may 
go beyond the expiration date? What do we do in those cir- 
cumstances? How do you understand it? Let us start off with the 
proposition, when do they swipe the coupon card? 

Ms. McGuire-Rivera. OK. I am glad you asked this question be- 
cause this is an issue and there are some very important problems 
associated with this. At this point, we encourage a retailer to cre- 
ate a, quote, waiting list. We would prefer that they not swipe the 
card or ask for their $40 from the government until a box is actu- 
ally available in stock, and I will tell you why. As Representative 
Stupak talked about a vendor mysteriously disappearing from the 
list, we have had to pull about a dozen bad apples out of the barrel. 
And these were retailers that were decertified for essentially doing 
this, taking a coupon, swiping it, essentially taking the consumer 
captive. These boxes never appeared as we looked into it. It was 
clear that the boxes are never going to appear. 

Mr. Gonzalez. So your answer is you don’t swipe that until you 
have the box in hand and you deliver it? 

Ms. McGuire-Rivera. We prefer that they not swipe until they 
have a box in hand, and certainly we do not want the government 
to give somebody $40 to 

Mr. Gonzalez. And that makes perfect sense and we would prob- 
ably be all over you if you were doing it otherwise. The problem 
in the practical application is that we don’t have the boxes avail- 
able in those locations that are being frequented and the redemp- 
tion is really taking place. It may not be RadioShack or Best Buy 
in San Antonio or in south Texas. That is a very real concern. The 
other thing is those individuals whose coupons have expired, they 
cannot reapply; is that correct? 

Ms. McGuire-Rivera. That is correct, yes. 

Mr. Gonzalez. So they have lost their chances. Now, I have a 
sense that that is probably not going to happen throughout. I 
mean, I think if we have 58 percent of 800,000 that did not, they 
are now ineligible for any kind of governmental assistance. And I 
don’t — I am not real sure that is going to play out all the way 
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through the 17th of February. I think we are going to run into 
some real serious problems. 

Chairman Martin, the other issue. I think we are going to have 
the avalanche of activity. If you all disagree, tell me that it is only 
going to lessen in number and scope as we go along the process. 
There is the other issue. And if I can find my newspaper article 
that I wanted to read — from which I wanted to read, and that was 
regarding the quality of the signal and the other problem that we 
are going to have. And this is from a May 20, 2008, Washington 
Post story by Kim Hart. And you are very familiar because I be- 
lieve that you may be cited — that you are cited here. What new 
digital audiences have to fear is the digital cliff or the all or noth- 
ing quality of digital reception. The picture is excellent until the 
signal weakens or is interrupted, causing the picture to disappear. 
And it is more sensitive to interference from hills, trees, buildings 
and bad weather than traditional analog reception. An analog pic- 
ture degrades gradually. You get more static and snow as signals 
weaken. Then we have a quote — consumer advocates say the Fed- 
eral agencies in charge of the digital transition have not informed 
consumers of potential reception gaps which will cause more frus- 
tration when the switch happens. What is of great concern to me 
is a quote from Mr. Oded Bendov, who is President of TV Trans- 
mission Antenna Group, who said that about half of the viewers 
who now receive analog channels will not reliably receive all of 
their digital replacements and that viewers more than 40 miles 
from a broadcast tower would probably need new equipment. 

Now, I do want to concentrate on the avalanche of activity — don’t 
get me wrong — but then we are going to have this secondary issue 
that is going to be huge once people do get the converter boxes and 
we are trying to respond to these complaints. And I would like your 
views and comments regarding this particular story. 

Mr. Martin. Well, first I would say that our engineers estimate 
that there will only be about 5 percent of the population that would 
currently be able to receive the analog signals who might be ad- 
versely impacted by that digital — by the transition to a digital sig- 
nal. So it is not nearly the percentage they are talking about in 
that article. And that even then, of those 5 percent, it would only 
be that percentage of the population that doesn’t subscribe to cable 
or satellite. So it would really be somewhere closer to 15 percent 
of 5 percent, or less than 1 percent of the people who would be ad- 
versely impacted. 

The other — when you refer to the Kim Hart article that you did, 
if you actually go back and look at the hard copy of that article, 
the picture that was associated with it, with the — describing the 
person who was not able to receive their signal, his antenna is cov- 
ered with tin foil and the reason why their antenna is covered with 
tin foil is probably because they really couldn’t receive very well 
the analog signal. When you are talking about the impact of the 
digital transition, you have to compare what their analog signal is 
today to what their digital signal will be tomorrow using the same 
antenna. Many of the studies that estimate — for example, the cen- 
trist study, that estimates it will have a much more significant im- 
pact, change antennas in the middle of the study. They say if there 
is a rooftop antenna with an — receiving an analog signal and if you 
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take a rabbit ear type of antenna and put it on the roof, what will 
be the impact? Well, of course, if you change antennas in the mid- 
dle of the study, a significantly less number of viewers will be able 
to watch the television. But our engineers do not estimate that it 
will be like that. Again, if you go back and look at the picture in 
that article, you can see the tin foil covering that antenna. 

Mr. Gonzalez. Thank you, Mr. Chairman. 

Mr. Markey. The gentleman’s time has expired. The Chair recog- 
nizes the gentleman from Michigan, Mr. Upton. 

Mr. Upton. Thank you, Mr. Chairman. Again, I appreciate the 
testimony of all of our witnesses and I would have to say that 
every member on this subcommittee certainly knows something 
about customer relations as we deal with the 650,000 people that 
we represent and as we try to walk them through issues, particu- 
larly on casework where they might feel wronged and we try to 
lend a helping hand to correct things. And I am just interested, Dr. 
McGuire-Rivera, about how are the consumers themselves feeling 
about the process? What type of feedback have you heard from 
folks that are using the coupons? Are things going relatively 
smoothly? Have you had a number of major inquiries from the re- 
tailers or the customers saying that the system is broken and 
needs to be fixed? Are folks generally happy? Is it working fairly 
well? What is your — what is the happy quotient here? 

Ms. McGuire-Rivera. I think the happy quotient is pretty good. 
When they call us, of course, they are not calling us to tell us they 
are happy. But we really get very few complaints and a lot of the 
consumer problems frankly that get tunneled to us get tunneled 
through your offices. Thank you very much, though. So I would say 
while we do get some complaints, I think we had about 100 com- 
plaints called in to us over a 2-month period and considering we 
are getting 104,000 coupon requests a day, the happy quotient is 
pretty good, and we are doing everything we can to take care of the 
consumer complaints. 

Mr. Upton. Those 100 complaints or so that you have gotten, are 
they more on the retailer end, they don’t have the right box or 
don’t know how to hook it up? 

Ms. McGuire-Rivera. No. Most of them really when they call us, 
they either had some problems with getting their application 
through basically. We do not get a lot of complaining about the box. 

Mr. Upton. Now, what happens to someone that applied for that 
coupon early and for whatever reason didn’t go to the retailer, per- 
haps the retailer didn’t have a box. But let us say they didn’t go 
and the coupon is expired and they said, well, this is my oppor- 
tunity now to go and, gosh, maybe I wasn’t aware that it was going 
to expire and I wouldn’t have the chance to reapply for another 
coupon? Have you received any calls or complaints from folks that 
might be a little angry about that? 

Ms. McGuire-Rivera. We get a few, but there is not a ground 
swell of that. 

Mr. Upton. And how many of those are there of the 100 or so? 

Ms. McGuire-Rivera. Of the 100 or so? Twenty, probably. 

Mr. Upton. And is there a routine or standard that you go 
through with the folks? 
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Ms. McGuire-Rivera. At this point, we are not allowing re- 
issues. And a lot of this has to do with the fact that we really are 
pushing for people to buy their boxes now. I think if we told people 
now, oh, if you forgot to use your coupon, that doesn’t matter be- 
cause we will get you another coupon. First, the cost of reissuing 
coupons — I can’t give you an exact dollar figure, but I can guar- 
antee you it is breathtaking because we have talked to IBM about 
that. But it is very important that people get out there now and 
not wait until February. And allowing a reissue would have a 
backup in January and February that I think would create prob- 
ably more problems than what we are trying to solve with the re- 
issue. We are looking at it, but right now we are holding back on 
saying whether or not we would reissue a coupon. 

Mr. Upton. Mr. Martin and Mr. Goldstein, I don’t know if you 
looked at this at all, but of the folks that will require a new box 
or a box to be able to get a signal, do we know what percentage 
of those folks have decided instead of going to look for — to make 
application for the card and go to a retailer, how many folks in 
terms of numbers would actually say, well, maybe this is the time 
to sign up for cable or satellite and just forget this rabbit ears 
thing? Do we have any estimate in terms of the migration from 
folks into those two services? 

Mr. Martin. We don’t yet. I mean, we know approximately how 
many households today do not subscribe to cable or satellite. It is 
about 15 percent. But we don’t know — we haven’t seen any change 
in that, but we will be on the look for it as we go forward. But we 
don’t have any estimates of that yet. 

Mr. Upton. And, Mr. Goldstein, when you did your study — I 
know it was done at the end of February. So it was really a little 
bit before the word really got out. 

Mr. Goldstein. That is right. This particular edition of the sur- 
vey, we did not ask that question. It is a very good question, 
though. 

Mr. Markey. The gentleman’s time has expired. You just used 
the word “breathtaking” in terms of the amount of money it would 
cost. 

Ms. McGuire-Rivera. To reissue, yes, sir. 

Mr. Markey. What is the number next to breathtaking? 

Ms. McGuire-Rivera. Maybe two or three times what it costs to 
do an average coupon, because you have to go in and rebuild the 
system. 

Mr. Markey. Very interesting. The Chair recognizes the 
gentlelady from California, Ms. Eshoo. 

Ms. Eshoo. Thank you, Mr. Chairman. Ms. McGuire-Rivera, 
given the last line of questioning and the number of people that 
have participated and what you said earlier about having to re- 
quest more money, at what point will NTIA make an assessment 
that there is some trigger mechanism to have this occur? 

Ms. McGuire-Rivera. My estimate is that we will know — we will 
have firm figures in July. I mean, this is not something that we 
are going to be coming back to you in November. 

Ms. Eshoo. Don’t come back in August, because we won’t be 
here. Wait until September. 
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Ms. McGuire-Rivera. During the summer, I think all of us will 
have worked through this. We are working very closely with IBM 
on what we can do to make changes in the system. I believe at the 
last hearing they said everything is technically possible, but there 
is a cost both in terms of time and money at this point in the pro- 
gram. So we are considering everything. We will work with you to 
make sure that we can make as many consumers happy as we can. 

Ms. Eshoo. I don’t recall the rationale for setting up the coupons 
to expire and some of the downsides that have been pointed out to 
that. What was the rationale for setting it up that way? 

Ms. McGuire-Rivera. Well, it is statutory. It was in the statute. 
I don’t pretend to speak — but I have a feeling that it was set up 
along with the early start in January to move people through the 
process of getting coupons and getting boxes and being ready long 
before February 17, 2009. 

Ms. Eshoo. Can you remind us how many have applied for a 
coupon and the coupons have expired because they haven’t gotten 
the goods? Do you have any sense of that or does 

Ms. McGuire-Rivera. We have 800,000 that have expired. And 
so there would be what — my math is not so good anymore. 58 per- 
cent of those people decided not to use the coupon for one reason 
or another. 

Ms. Eshoo. I see. Chairman Martin, there has been a lot of news 
on the AWS-3 auction and the rules that are on circulation at the 
Commission and our colleague from Florida made mention of it. I 
would like to point out a couple of things here. And that is that 
70 percent of the spectrum, the 700 megawatts auction went to two 
companies. Two, not 20. Verizon and AT&T. And I think that what 
it points out is that we need competition. We need real competition. 
In order for broadband to be broad and deep and pervasive in the 
country, I think that we need competition. So my only question to 
you is, when do you expect the rules to be voted on at the Commis- 
sion? 

Mr. Martin. Well, I had originally put them on for the vote for 
tomorrow’s meeting. Some of the commissioners continue to have 
some questions about it. So I would like to move forward with that 
in July. I think it is important for us to try to move forward and 
put the spectrum out and available. And I would like to try to move 
forward in July as soon as I can get the support of at least a major- 
ity of the Commission. 

Ms. Eshoo. Well, I think that is good news for the country. To 
the Chairman again, do you think that broadcasters — I made a 
statement about the — what broadcasters had promised. And in my 
view, the promise that they made is really an overstatement of 
their vision of how broadcasting would change after the digital 
transition. Do you think that they overstated their vision? 

Mr. Martin. Well, I certainly think that our policies haven’t as 
a total — and we haven’t encouraged the broadcasters to take full 
advantage of the multicasting opportunities. You know, if you look 
at the transition and what has occurred abroad in the Berlin exam- 
ple for — that GAO had done a study on it originally and that — 
when we focused on some of the lessons learned from there, one of 
the significant benefits from the consumer perspective was broad- 
casters beginning to do multicasting. And that would mean that 
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consumers even without buying a new TV, if they just got a con- 
verter box, would be able to receive multiple channels. I think that 
that was the emphasis or lack of emphasis on trying to facilitate 
multicasting. I think it hasn’t achieved all of the benefits from the 
consumer perspective. 

Ms. Eshoo. Are you open to examining public interest obliga- 
tions relative to licenses? 

Mr. Martin. Well, I think that the Commission has taken steps 
on the public interest obligations in general. I mean — so I certainly 
am open to it. We adopted new rules last fall on the enhanced dis- 
closure of exactly what they were doing from the local public affairs 
programming. We actually adopted an MPRM that said we were 
going to require them to do more local content and a certain signifi- 
cant amount of local public affairs content. 

Ms. Eshoo. It is tied to their licenses? 

Mr. Martin. It would be tied to their licenses. That has been 
very controversial. There are many Members of Congress who have 
written to me opposing that. But I have said that I feel like we 
should have some minimum amount of localism that they should 
be required to do. I am concerned that — I would say the one area 
that concerns me is when you talk about getting into election law 
or free time for candidates. That has been very controversial. I was 
at the Commission when the Commission actually talked about 
doing that before. There were many Members of Congress very 
upset about that, including the chairman of this committee at the 
time. So certainly on the localism front, I have been open to re- 
opening that issue. 

Ms. Eshoo. Thank you 

Mr. Markey. The gentlelady’s time has expired. The Chair recog- 
nizes the gentleman from Oregon, Mr. Walden. 

Mr. Walden. Thank you very much, Mr. Chairman. I have a cou- 
ple of questions. One following up, Dr. McGuire-Rivera, about this 
notion of retailers swiping the card but not having the boxes. Do 
you have regulatory authority to prohibit that by rule? 

Ms. McGuire-Rivera. I don’t believe we do. 

Mr. Walden. Would you like that authority? I mean, it is kind 
of a swipe and run. 

Ms. McGuire-Rivera. It wouldn’t hurt. 

Mr. Walden. All right. If you could, because that troubles me 
that 

Ms. McGuire-Rivera. I also want you to know that this is not 
a huge problem. The vast majority of the retailers are great citi- 
zens, but there are a small number 

Mr. Walden. That is always the issue. It is that 10 or 5 percent 
that cause a bad name for everybody. But it just seems like if they 
are able to hold that constituent — consumer hostage and not de- 
liver, that is not fair either. And perhaps it is a rule that says if 
the consumer can go back and unswipe or something. I don’t know 
how the technology works. They ought to be able to be freed from 
their bondage from a retailer who is not participating properly. 

I want to follow up, too, on the issue of translators. I have a very 
rural district, lots of mountains and hills. And Chairman Martin 
and Mr. Goldstein, perhaps you can talk about any issues you are 
seeing out there. A lot of the viewers of television in Oregon — and 
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rural Oregon, especially — rely on translators. Can you give me an 
assurance that on February 17, 2009, they are still going to be able 
to get a signal the way they are today? And if not, why and what 
do we need to do about it? 

Mr. Martin. As you even mentioned in your opening statement, 
these are low power issues and the translator issues were some- 
thing that — and the fact that there was some of — initially some of 
the boxes did not have that capability and actually all of the boxes 
did not have the capability is a significant problem. There are cer- 
tainly about — I think the estimate is around 24 boxes or almost 2 
dozen boxes that now have that pass-through capability. It will be 
important for consumers in your areas to make sure they are get- 
ting the pass-through boxes. 

Mr. Walden. Because they will need that to receive 

Mr. Martin. They will need it in order to still receive those ana- 
log signals. Now, we are working with both the translators and 
with the low power community to try to put forth rules that say 
how are they going to make the transition. As you know, they are 
allowed to transition over to digital, but they are not required to. 
The Commission does need to start focusing on the rules and the 
requirements for making sure that they move in the digital era as 
well. But that will take several years to ultimately require them 
to do that. So we are making some progress. 

Mr. Walden. So there is going to still be analog broadcasting 
going on via translator signals? 

Mr. Martin. All of the forms of low power television, which in- 
cludes the translators. 

Mr. Walden. And that includes translators. And given the con- 
cern raised by my colleague from Texas, Mr. Gonzalez, about the 
way digital just drops off, with an analog signal you can continue 
to get it even when it is not good. You get the ghosting and the 
shadowing and everything else. With digital, you either have it or 
you don’t, right? 

Mr. Martin. That is right. 

Mr. Walden. So have your certified smart engineers done stud- 
ies to indicate where people are going to have problems and where 
they are not, digital versus analog, especially in this environment? 

Mr. Martin. They have. That is why they have come up with it 
should impact less than 1 percent of the people. It is about 5 per- 
cent of the population. But then of course — of those 5 percent, 
which ones subscribe to cable? But those are just the best engineer- 
ing estimates from our models. We are — one of the benefits of the 
Wilmington transition is we will be able to actually go and make 
sure we understand the full impact of the transaction from analog 
to digital. We have engineers actually down there now. And we 
will — to be able to study that 

Mr. Walden. Mr. Chairman, if your engineers have any of those 
sorts of shadowing maps or whatever they call them in the digital 
environment for Oregon, for example, that would be really helpful 
for me to see. I would be curious to know where the calls are going 
to start coming. 

Mr. Martin. I have asked the engineers to try to put together 
those kind of maps. We would be prepared to provide them to ev- 
eryone. So I have already asked them to start trying to study that. 
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I do think we want to make sure that we understand the exact 
technical parameters, and I think Wilmington will help us do that. 
But we will provide that information. 

Mr. Walden. Doctor, did you 

Ms. McGuire-Rivera. I just wanted to note we have another pro- 
gram, a $65 million upgrade program for low power and translator 
stations which we know — we attended the national translator 
meeting, and many of these operators are very eager to make the 
transition. We have a technical correction that we have proposed 
that would allow us to give money out earlier, give it out in 2009 
to help these people actually make the transition. So we are asking 
people to 

Mr. Walden. What is the status of that technical correction? Be- 
cause I think that takes an act of Congress to fix. 

Ms. McGuire-Rivera. Yes, it was in the Senate. I don’t think 
anyone has offered anything in the House yet. 

Mr. Walden. Mr. Chairman, is there opportunity in this commu- 
nity to fix that problem? 

Mr. Markey. Could you state the problem? 

Mr. Walden. Yeah. The problem is in the original bill, there was 
$65 million set aside to help with the transition for translators and 
low power broadcasters. But in a deft budgetary move, it takes 
place in a different year than when it is needed. It actually needs 
to be moved back into a year where it will make sense for the tran- 
sition. 

Mr. Markey. I think that it is important for you and I and the 
other members to work together on that issue. You are right. You 
have put your finger on a problem. 

Mr. Walden. All right. Thank you. Thank you. I guess my time 
has expired. 

Mr. Markey. The gentleman’s time has expired. The Chair recog- 
nizes the gentleman from Michigan, Mr. Stupak. 

Mr. Stupak. Thank you, Mr. Chairman. Dr. McGuire-Rivera, if 
I may, right now, as I said in my opening, I have stores in my dis- 
trict that are out of converter boxes, have no idea when they will 
get new ones. This is particularly frustrating because the stores 
don’t know when they will get a new converter box in. Isn’t the 
NTIA supposed to coordinate the distribution of coupons with the 
inventory in stock to the areas that receive them? Do you coordi- 
nate at all with the stores? 

Ms. McGuire-Rivera. Initially in the initial release of the cou- 
pons — in fact, we waited until the end of February to make sure 
boxes were available. We have not heard from retailers except on 
an anecdotal and incidental basis. And unfortunately in your dis- 
trict, that — boxes are unavailable. We do understand that over the 
summer there may be some problems. And I believe some of the 
retailers will talk about 

Mr. Stupak. There are problems right now. We don’t have to 
wait until summer. They are occurring right now in my district. 

Ms. McGuire-Rivera. And I have a feeling that boxes are being 
sent to Petoskey now. 

Mr. Stupak. To stores that don’t exist. 
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Ms. McGuire-Rivera. We had talked about that. The stores that 
don’t exist and vendors that were on the list, we had decertified 
about a dozen bad apple retailers just for that type of action. 

Mr. Stupak. So what are you saying now, you are sending out 
information that has bad apples on it? When you send a converter 
box program — coupon program you list right here on the bottom 
part the stores. And how are these stores making it on there if they 
don’t exist? 

Ms. McGuire-Rivera. The stores — when you get on the list, you 
are certified. You certify that you are going to participate. 

Mr. Stupak. How do you certify a store that doesn’t exit? 

Ms. McGuire-Rivera. When we hear a complaint from someone 
that in fact this retailer no longer exists or this retailer took my 
coupon and no box ever materialized and there is not one in sight, 
the enforcement action that we have is to decertify them from the 
program. 

Mr. Stupak. OK. But it doesn’t help the consumer. We wrote to 
you back in February. 

Ms. McGuire-Rivera. The ones we have decertified, we have 
tried to help make the consumers whole because they have been — 
they are essentially 

Mr. Stupak. Why don’t you have the retailers do as RadioShack 
was willing to do for the gentleman in my district and just accept 
the coupons and then when they get the converter boxes they can 
send the converter boxes to the constituent. 

Ms. McGuire-Rivera. That is why we have recommended that 
they not swipe the cards. Unfortunately, some have been bold 
enough to ask for reimbursement for boxes that never existed. 

Mr. Stupak. We are not asking for reimbursement. We are ask- 
ing for the box which doesn’t exist in our district. So why can’t a 
store take your little coupon here that you send them and hold it 
until a converter box comes and then the constituent can go back 
instead of getting the run around? 

Ms. McGuire-Rivera. What happens — I mean, there is no reason 
why the merchant cannot put that person on a waiting list. The 
unfortunate problem that we have had is of people swiping the 
boxes and then holding the consumer hostage for a box that never 
appears, which is why we discourage merchants from swiping the 
coupon. 

Mr. Stupak. Why do they have to swipe it? Why can’t they just 
hold the coupon 

Ms. McGuire-Rivera. They can put the consumer’s name on a 
list and the consumer can hold the coupon. We still want them — 
the consumer — we are seeing instances where people are taking the 
coupons and holding the consumer hostage. 

Mr. Stupak. A coupon is only good for 90 days. So If you can’t 
get a box within that 90-day period, what good is this? Why don’t 
we just extend the expiration date past that 90 days? You cer- 
tainly — NTIA certainly has discretion underneath the law as writ- 
ten. 

Ms. McGuire-Rivera. Well, we have some lawyers who might 
argue that. In fact, we had just discussed that. We right now are 
looking into the issue of reissuing. It is a situation that, one, it 
is 
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Mr. Stupak. Well, I and Mr. Engel and this committee wrote to 
you in February asking you to extend the expiration date because 
we are seeing problems. It is now June, almost 4 months later. 
When are we going to get an answer on extending the expiration 
date so we don’t run into trouble, especially since we know stores 
don’t have enough converter boxes available? 

Ms. McGuire-Rivera. OK. We will have firm redemption 
rates 

Mr. Stupak. When will you have that? 

Ms. McGuire-Rivera. In July 1st. 

Mr. Stupak. So this one expires June 30th. So you are going to 
have an order out. So this individual will know on July 1st that 
his coupon has been extended so he can get his box? 

Ms. McGuire-Rivera. But — an order, most likely not. 

Mr. Stupak. No, you are not going to have it ready for July 1st. 
When are you going to have it ready? 

Ms. McGuire-Rivera. What I think what we can do is in your 
district is make sure those boxes are there. 

Mr. Stupak. Not just my district, but the rest of the country. 
And I appreciate your willingness to make sure my district is taken 
care of. But if Mr. Markey holds his sixth hearing in 90 days from 
now, I will be back here asking you the same question. So when 
are you going to make a decision on extending the coupons past the 
90-day period? 

Ms. McGuire-Rivera. When we look at the redemption rates. 
And most likely we will make the decision 

Mr. Stupak. When will that be? When can we expect that deci- 
sion? We know it won’t be July 1st. When can we expect that deci- 
sion to be made? 

Ms. McGuire-Rivera. I would say later in the summer. 

Mr. Stupak. And later in the summer, can you narrow that 
down, August, September, September 20th, last day of summer. 
Can you give me something a little more definite? 

Ms. McGuire-Rivera. Nope. I will get back to Mr. Baker and we 
will give you a date. 

Mr. Stupak. I was just warming up, Mr. Chairman. 

Mr. Markey. Listen, you have got us all warming up here. You 
are hitting on a very sensitive hot point and we thank you for that. 
The gentleman’s time has expired. 

The Chair recognizes the gentleman from Nebraska, Mr. Terry. 

Mr. Terry. Thank you. I appreciate that. I am going to be all 
over and I have got different questions for different folks here. And 
I will try to use my time wisely. First of all, I just want to start 
off by making an observation that I thought was interesting back 
when Tom Osborne, three national championships in Nebraska, de- 
cided to run for Congress and he did a poll and found out that he 
had 94 percent name recognition. Most of us in the political world 
would love to have 94 percent. But in the State of Nebraska, for 
6 percent not to know who Tom Osborne is, is really incredible. I 
mean, this is a State where every schoolchild gives the pledge of 
allegiance to start the schoolday and then goes into the pledge to 
Tom Osborne. And 

Mr. Green. Or at least to the Corn Huskers. 
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Mr. Terry. Well, we made it more specific after the second na- 
tional championship. So my point with this analogy is no matter 
how hard we try, we are simply — we could spend billions and tril- 
lions and we are still not going to get to 100 percent. But I would 
have to say my observation is that at least in my area, there are 
as many DTV commercial — DTV transition PSAs and commer- 
cials — as there are car ads. Now, if you watch TV, there is no way 
not to know of this DTV transition. 

Now, Dr. McGuire-Rivera and Mr. Goldstein hit on two sub- 
groups that I think we really need to focus on. When I talked to 
Rotaries and asked them to raise hands, 100 percent raised hands 
that they know the details of the transition. But how about with 
seniors and minorities? Now, obviously there is more going on than 
just what the FCC is doing. So I am going to ask all three of you, 
starting with the Chairman, are you calculating what the local 
broadcasters are doing by way of outreach to the two communities 
that are most at risk, which is the foreign speaking and the elder- 
ly? And do you know what they are doing on the grassroots local 
level? 

Mr. Martin. Well, we certainly — we are aware that all of the 
broadcasters have to either opt into the NAB’s plan for what they 
are going to be doing at their local level, which involves certain 
kind of requirements or our own specific requirements. But neither 
of those two platforms require anything for foreign language — for 
Spanish speakers or foreign languages at the local level. So we 
know that they have one of two options in terms of educating con- 
sumers in terms of the number of PSAs. And under ours, it in- 
creases over time. They also have got 100-day countdown under the 
NAB plan. But we don’t — and we know that goes on at the grass- 
roots level, but we don’t know that as far as 

Mr. Terry. So you don’t know that the broadcasters in Omaha, 
Nebraska, have done Spanish town hall meetings, that they do ad- 
vertising in Spanish on the Spanish speaking radio and low-power 
broadcaster? 

Mr. Martin. We know if there are Spanish language broad- 
casters they are required to be doing that, including in Spanish. 
But we don’t know if the ones that are broadcasting in English 
have also run a Spanish PSA as opposed to just an English PSA. 

Mr. Terry. Well, they are doing a great job. And my guess is 
that — was it you. Dr. McGuire-Rivera, that said that 42 percent of 
the calls coming in are Spanish speaking? 

Ms. McGuire-Rivera. Yes. About 40 percent are Spanish speak- 
ing. 

Mr. Terry. To me that says we were probably making an impact 
into that community, that if 42 percent of the calls — are you able 
to gauge the impact that all of these efforts are having within a 
specific community? 

Ms. McGuire-Rivera. Well, we looked within each DMA and we 
can tell when coupon requests will go up. I think I had mentioned 
before, we work very closely with Univision that does not just do 
PSAs, but they do specials. And, in fact, we have to know about 
their specials because the call center volume 

Mr. Terry. Does that mean no? I don’t want to be rude. I just 
asked if you are able to quantify. 



101 


Ms. McGuire-Rivera. Yes, we can look within each DMA and 
see if coupon requests go up. That is sort of the 

Mr. Terry. So that is your marker. Mr. Goldstein, have you guys 
looked into that specifically? 

Mr. Goldstein. Not this report, but the ongoing work that we 
are still doing for the committee, we are looking at consumer 
awareness and consumer education programs and how effective 
they are, and we are looking at a variety of different avenues 
that 

Mr. Terry. Any preliminary thoughts then? 

Mr. Goldstein. At this point, I don’t. We haven’t analyzed it suf- 
ficiently. But we will get back to the committee obviously later — 
probably early this fall — with that information. 

Mr. Terry. OK. I appreciate that. 

Mr. Markey. The gentleman’s time has expired. 

The Chair recognizes the gentleman from Texas, Mr. Green. 

Mr. Green. Thank you, Mr. Chairman. Dr. Rivera, you heard my 
opening statement, both the Chair of the FCC and Chairwoman 
Martin, that tropical storm hurricane issue and emergencies, has 
that come up either at the FCC or at NTIA about what we can do 
about battery-operated and digital? 

Ms. McGuire-Rivera. We have talked about that a lot. It is a 
great concern. Right now my understanding is that there is not a 
converter for a battery-operated television. When you think about 
the practicality of hooking a converter — a big converter on a little 
TV — now perhaps by next year there would be one, although — I 
think this is important. FEMA is one of the organizations that we 
work with, because I think the word needs to get out that people 
who are really dependent on these battery-operated televisions 
need to look into getting a digital one. I know that sounds — but 
right now, particularly with the hurricane season coming up — and 
I think this is going to be one of the things that we are going to 
learn a lot about in Wilmington, because they will make the transi- 
tion in September and that will be hurricane season. 

Mr. Green. And I appreciate my colleague from Nebraska con- 
cerning the large percentage of calls that seem to be regarding the 
coupon program are non-English. Do you have information on the 
actual numbers and does NTIA have sufficient staff to assist these 
individuals? 

Ms. McGuire-Rivera. I don’t have exact figures on the number 
of calls. I can get those for you. As I noted, we have backup call 
centers. And particularly when Univision does a special, we will 
have additional Spanish speaking callers. In the very beginning of 
the program, we were really surprised at how many of them were. 
And I realized at that time that we did not have enough and now 
we are up to speed and staffed up on the Spanish call center. 

Mr. Green. Because I know not only from Nebraska, but Cali- 
fornia and of course in Texas we have the same situation. And I 
know last Saturday there was a huge event in Houston. Univision 
has been doing very well. In fact, Univision, Telemundo, and our 
Spanish stations, along with my English stations, are trying to 
make — get that word out for folks. So I am glad to hear that that 
is happening. 
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One other question. Under the bill that passed in Congress in 
2004, the first 990 million dedicated to the coupon program is open 
enrollment where the final 510 million is dedicated to coupons ex- 
clusively for broadcast-only households. Would NTIA be basing the 
eligibility cut-off on the 990 million applications or the actual re- 
demptions? I guess that is the issue, the percentage of nonredemp- 
tion. I know it is still out there for that — what is left of the 90 days 
for those particular cards, but is that going to be an issue and has 
that been contemplated? 

Ms. McGuire-Rivera. We are looking at that very closely. Basi- 
cally it would be when the first $890 million is gone as redeemed 
coupons is when it would start. There will be periods we believe — 
we should get toward the end of the year — where there will be 
enough redeemed and some out in the street that we might have 
to go into that contingent pool while we are waiting for some other 
ones to come back in. And we will get back with you as our plans 
become more final on this. And again we are doing this now. We 
will be back to you soon on exactly how — we would like to do it in 
a way that is seamless so the consumer doesn’t really know if the 
redemption rates stay the same. 

Mr. Green. And I know you haven’t decided yet because the pub- 
lic comment period just ended. But on the issue of dealing with 
P.O. boxes and nursing homes or senior citizen centers, assisted 
living locations, things like that that may have one address, but is 
that something that will be dealt with fairly quickly? 

Ms. McGuire-Rivera. That will be dealt with absolutely as 
quickly as we can. The rulemaking closed last night. 

Mr. Green. OK. Mr. Chairman, I hate to not address the Chair 
of the FCC, but welcome back before our subcommittee. 

Mr. Martin. Thank you. I appreciate it. I certainly think of the 
issues that you raise. I think the one that relates to battery-oper- 
ated portable televisions is one we have heard significant concern 
about. There are no boxes yet that can be battery operated so that 
the only option for consumers today would be able to go buy a new 
digital portable television. Apparently there are some of the boxes 
that can operate from an external car battery, 12-volt car battery. 
You can plug it in the car, but then you have to put the TV in the 
car and working. I think today consumers would have to go get a 
new digital battery-operated television. I think that is one of the 
things we have heard a lot of concern from consumers and particu- 
larly in Wilmington as well. 

Mr. Green. Mr. Chairman, I would hope at our next hearing we 
could discuss that. Between now and then, we will find out from 
our information what is available in the market for both the hope- 
fully lower priced battery-operated DTVs for the next hurricane 
season, not this one. Thank you, Mr. Chairman. 

Mr. Markey. The gentleman’s time has expired. The Chair recog- 
nizes the gentleman from California, Mr. Radanovich. 

Mr. Radanovich. Mr. Chairman, thank you very much for this 
hearing. And to you, panel, welcome to the Committee hearing. I 
do have a question for Dr. McGuire-Rivera. Doctor, can you ex- 
plain — I know you went into this a little bit earlier in your opening 
remarks and such — but what the NTIA is doing to prepare for the 
September 8th Wilmington test? 
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Ms. McGuire-Rivera. We are working actively with the FCC to 
get ready for that test and learn all we can about what will happen 
the last 100 days. We have reworked a set of materials that is on 
our Web site and the materials we ordinarily use changing the date 
from February 17th to September 8, 2008. We are going to start 
working the messages down there that we would use in the 100 
days before February 17th to fine-tune those. And we are also 
using that to get some hands-on experience. For example, we are 
going down this week to meet directly with senior groups and visit 
nursing homes on how to handle those situations there. 

Mr. Radanovich. Thank you. And on a national level, just let me 
know if these numbers are correct because I have got a list of 
things that the NTIA has certified. At least according to my infor- 
mation, the NTIA has certified 1,800 retailers with more than 
19,000 store locations to accept your coupons? 

Ms. McGuire-Rivera. That is correct. 

Mr. Radanovich. And the coupons can also — consumers can re- 
deem the coupons from 19 online retailers? 

Ms. McGuire-Rivera. Correct. 

Mr. Radanovich. And also 7 telephone retailers as well? 

Ms. McGuire-Rivera. Yes. 

Mr. Radanovich. All right. Thank you very much. I have no 
more questions. 

Mr. Markey. The gentleman’s time has expired. 

The Chair recognizes the gentlelady from California, Ms. Har- 
man. 

Ms. Harman. Thank you, Mr. Chairman. And thank you to our 
witnesses. 

Mr. Martin, in my opening remarks I mentioned H.R. 6055, 
which is a bill I introduced really to be a marker to talk about 
whether we should set up a fully transparent relationship between 
the public safety broadband licensee and the Commission. I just 
wonder what your reaction is to the legislation. 

Mr. Martin. I certainly think it is important that we have more 
transparency in the broadband public safety licensee. And I think 
it was a concern — when I testified before, I was concerned about 
the fact they could end up having private sector interests with 
some of the money that has been focused on them and with also 
some of their potential partners. So I think that anything would 
end up being helpful. I still believe that a public/private partner- 
ship is the only option the Commission has to try to achieve the 
public safety interoperable spectrum build-out that is going to be 
necessary from a public safety standpoint. And as a result, I think 
that that legislation would be helpful. 

Ms. Harman. Well, thank you. I also wonder whether just in 
terms of your own rulemaking you could enact a rule that would 
get us to the same place and perhaps reprogram some money or 
whether this is not possible. 

Mr. Martin. I think that we can adopt rules that would restrict 
and make transparent their relationship with any private entity, 
but I don’t think we can directly provide them the resources or the 
money. I don’t think that we are allowed to do that. We don’t have 
money that we would be able to provide to anything like that. 
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Ms. Harman. Well, let me say, Mr. Chairman, that I hope our 
subcommittee will look at this. I know there is interest on a bipar- 
tisan basis. I have talked to Mr. Pickering at some length about 
this point because I think it had a lot to do with why — or some- 
thing to do with why the first auction failed. I would be happy to 
yield. 

Mr. Markey. We will do that, yes. 

Ms. Harman. Thank you. Moving along, I encourage you to move 
to a second auction. I know you are thinking about many of the 
things I and others have suggested. I wonder if you agree with me 
that without that second auction and without the public/private 
partnership, we won’t get to a place where our public safety pro- 
viders have a true national interoperable network. What is your 
view? 

Mr. Martin. I do agree. I think that without Congress appro- 
priating the direct resources to build a public safety network, the 
only other option I believe is to have a public/private partnership 
where we auction off this spectrum of the requirement that who- 
ever wins this particular piece also be required to build out and 
allow for people to be able to use it. I also agree that I think it is 
important that we try to finish the auction by the date of the tran- 
sition. At the end of the date of the transition, that spectrum will 
become available and we should make sure that the entities are in 
the position to begin trying to build on it and be able to take ad- 
vantage of it as quickly as possible. 

Ms. Harman. Well, let me just respond to that. My problem with 
plan B, as you just described it, is I don’t think we will get to the 
place we need to get to. I think we need a list of technical specifica- 
tions, hopefully on the front end so people know what they are bid- 
ding on. 

My question to you is, does the FCC have the in-house expertise 
to work on this list of technical specifications as part perhaps of 
the second auction? 

Mr. Martin. Well, I think that we do have it from a technical 
perspective just understanding technically what is required. Many 
of the proposals that have come in to us the last time encouraged 
us to defer on what the technical requirements would end up being. 

One of the commitments I made and am dying to move forward 
in the last notice is that we would reach out and try to hire a chief 
technologist to come on board. We have already been in negotia- 
tions with trying to end up hiring someone, but I am not sure 
whether we will be successfully able to or not get someone on board 
to take that position. I don’t know in the short run. 

Ms. Harman. I hope you are successful. There are other ways to 
do this. Commissioner Copps suggested we set up an outside com- 
mission, but I worry that all those ideas will delay us. If working 
in partnership we can come up with the right specifications, come 
up with a transparent system, come up with clear bidding guide- 
lines, I think we can succeed and I feel strongly that we only have 
one more shot at this to get it right. Do you agree with that? 

Mr. Martin. I agree and I also think that if we set up a whole 
separate commission to study I think I could end up delaying this 
for quite too long. 
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Ms. Harman. Well, I thank you, Mr. Martin, and I thank you to 
the other witnesses. Mr. Chairman, the set top boxes and transi- 
tion rules are very important for consumers, but the most impor- 
tant thing to me and I think many of us is making sure that we 
have one national interoperable communications network, so that 
the next time there is anatural or man-made disaster our commu- 
nities are safer. 

I yield back. 

Mr. Markey. The gentlelady’s time has expired. 

The Chair recognizes the gentleman from Georgia, Mr. Deal. 

Mr. Deal. Thank you, Mr. Chairman. One thing is clear. As we 
have had this series of hearings on the digital transition we have 
moved from theoretical to actual, and many of the questions that 
we heard today are actual problems that we are now hearing from 
constituents about. And I would like to follow up on a question that 
Mr. Gonzalez initiated. This relates to an actual complaint I re- 
ceived from a constituent of mine. It deals with the digital cliff. 

Much of my congressional district is in the mountains of north 
Georgia, most of the over air analog signals are received either 
from Atlanta or Chattanooga. The complaint was an individual who 
received his signal from Atlanta. He got his box, he hooked it up 
and he got nothing. Now, I guess my question is similar to some 
of the ones that have already been asked on this issue, but I would 
like to maybe understand how that plays out a little better. He 
may have been receiving marginal over-the-air signals to begin 
with. I understand that. If it was marginal, I understand he may 
be in that category that would receive nothing. But let me ask you 
about the question that you responded to Mr. Walden about the 
translators. Now, as I understand translators, they are primarily 
associated with low power television transmission; is that correct? 

Mr. Martin. That’s right. Translators are a form of the low pow- 
ered television broadcast. 

Mr. Deal. Do any of the full power over-the-air stations use the 
translators as a booster or an additional way to bump up their sig- 
nal in mountainous areas, for example? 

Mr. Martin. The TV translators themselves are low powered, but 
they oftentimes are maybe affiliated with providing content on 
other full powered stations. They could be, yes. 

Mr. Deal. I am back to Mr. Walden’s question about maps. Do 
you have maps that would show areas that might be in those situa- 
tions? 

Mr. Martin. We absolutely do have maps and lists of all of the 
communities that have low powered stations. So we can end up 
providing that. We provided that to the subcommittee staff in the 
past. And we will be happy to provide that specifically for you in 
your district so you can see what low power stations are in your 
district. 

And in reference to the concern that your customer raised in the 
mountain area, in part it may be that the broadcast signals that 
he was receiving from Atlanta in analog, they haven’t completed 
their final construction of their antenna or gone to maximizing 
their power on the digital side. In other words, between now and 
the end of the transition, lots of broadcasters are going to have to 
move their digital antenna from the side where they send out the 
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signal from the side of their antenna to the top where the current 
analog is, because they get a better coverage. In particular, if you 
are on the edge of that coverage you may not be getting what you 
are going to get at the end of the transition in terms of the full dig- 
ital capability. 

So it could be that they bought that box and they hooked it up, 
but if they were on the edge of that signal, the digital signal may 
ultimately replicate that analog signal, but it may not have done 
that just yet. And that could be why. Just because they are not re- 
ceiving it now doesn’t mean they necessarily won’t by the end of 
the transition. 

Mr. Deal. Do you have any information as to how far along that 
progression has been made by various stations? 

Mr. Martin. Absolutely. We actually know it station by station, 
market by market. When we ask, as I testified before, there were 
about eight markets that were ready to undergo a DTV transition 
test. The rest of the markets all have at least some of their broad- 
cast stations that aren’t yet technically in a position to either have 
all of their facilities or are capable of broadcasting at full power. 
So we do want a market by market, and will be happy to provide 
that to you. 

Mr. Deal. We will be contacting you to address our constituents’ 
concerns. I presume in spite of all our best efforts there will prob- 
ably be some individuals that just fall off the edge of that digital 
cliff, am I correct? 

Mr. Martin. That is right. There will be some percentage of 
them. We estimate it could impact about 5 percent of the people 
and of course only about 15 percent of the people on average who 
subscribe don’t subscribe to cable or satellite that would be im- 
pacted. But yes, there will be some people who will be impacted. 

Mr. Deal. Thank you, Mr. Chairman. 

Mr. Markey. The gentleman’s time has expired. All time for 
questions of this panel by the subcommittee has been completed. 
We welcome your continued interaction with this subcommittee on 
this issue. You can, I think, sense from the interest level of the 
members that they are now beginning to translate consumer/voter 
interest in this issue and the success with which this program is 
going to be implemented. Time is of the essence. We will be back 
again with another hearing. We really do hope that you have 
solved all the problems before the next hearing so that we can just 
give you all a big pat on the back for the excellent job which you 
are doing. But understand that there is going to be a direct correla- 
tion between the numbers of problems solved and the level of in- 
tensity which you are going to feel from this side of the panel in 
the next hearing. Congress is a stimulus response institution and 
there is nothing more stimulating than the thought that millions 
of their constituents will not have TV. You almost can’t imagine 
anything short of nuclear war that would draw the attention of the 
American voter. 

So please make sure that you have done everything you can be- 
fore the next hearing to solve the problems. We thank you all so 
much. 

I now would ask our second panel to come up to the witness 
table. Again, we reconvene the hearing for the purpose of hearing 
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from our extremely distinguished second panel. And we are going 
to begin with a return visitor to the subcommittee, somebody who 
has obviously a very, very important job. Mr. Tom Romeo is the Di- 
rector of Federal Services for Global Business Service for IBM. We 
welcome you back Mr. Romeo and whenever you are ready, please 
begin. 

STATEMENT OF TOM ROMEO, DIRECTOR, FEDERAL SERVICES, 
GLOBAL BUSINESS SERVICE, IBM CORPORATION 

Mr. Romeo. Thank you, Mr. Chairman and members of the sub- 
committee. Thank you for the opportunity to testify before you 
today on the progress the IBM team is making implementing the 
NTIA TV Converter Box Coupon Program. 

Earlier this morning you heard from NTIA Associate Adminis- 
trator, Dr. McGuire-Rivera, about the continued high level of inter- 
est consumers are showing in the coupon program. Over 16 million 
coupons have been ordered as of June 3rd, representing an average 
of 3 million coupons ordered on a monthly basis. 

While the statute allows for coupon requests to be taken between 
January 1st, 2008, and March 31st, 2009, at the current rate of 
public demand we expect to have accepted requests for the initial 
round of 22.25 million coupons by early August of 2008. 

When this milestone is reached a decision needs to be made as 
to whether the program boosts the shipping contingent coupons or 
whether coupons not redeemed during the base funding period will 
be recycled to offer more coupons as part of the base funding pe- 
riod. 

We have made great progress recruiting the voluntary participa- 
tion of both large national retailers and smaller local retailers, in- 
cluding 19 online retailers and 7 retailers offering a phone order 
option. As of June 3rd there are over 1,800 retailers representing 
more than 19,000 stores nationwide, currently certified in partici- 
pating in the program. 

Consumer education continues to be a focal point of the program. 
We believe the strong demand for coupons indicates we are on the 
right track. Our partner, Ketchum Public Affairs, continues to lead 
and refine our messaging with particular focus on communities 
with the largest estimated number of over-the-air reliant house- 
holds. 

Now I would like to take a moment to talk about some of the 
challenges we have faced and important future steps. The acceler- 
ated pace of consumer demand has required our team to react 
quickly to pinpoint needed adjustments and implement alternative 
solutions when necessary. For example, when the program 
launched at the start of this year consumers ordered 2.1 million 
coupons during the first week of January. By February 21st, 2008, 
when the first coupons were shipped to consumers, the program 
had processed requests for more than 6 million coupons. These 
numbers far exceeded initial projections. We increased daily and 
weekly coupon distribution capacity to allow for far greater num- 
bers than planned and have now issued more than 15.1 million 
coupons. 

Today a consumer can expect to have their coupons ordered, 
processed, and mailed within 10 to 15 days and to receive the cou- 
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pon within 3 to 4 weeks of placing their order. Continued strong 
consumer interest in the coupon program and the DTV transition 
generally has translated to continued high call volumes into the 
consumer call center. The call center handled more than 2 million 
calls during the month of May, with approximately 40 percent of 
those coming from Spanish speakers. 

The Interactive Voice Response, or IVR, system has been able to 
support between 50 to 60 percent of the callers without need for 
a live agent. A very high IVR resolution rate by industry stand- 
ards. 

Recently, more of the public is calling with questions about the 
program or about the digital transition rather than to request a 
coupon, increasing our need for live operators. We continue to ad- 
just messaging in the IVR system to expedite the coupon ordering 
process, answer as many questions as possible, offer recorded infor- 
mation while callers wait for an agent, and provide a positive expe- 
rience for the consumers. 

As we plan for the coming months we have identified several 
challenges that need to be addressed. The majority of consumer 
messaging is focused on making sure that consumers understand 
the transition to digital broadcasting will occur on February 17th, 
2009. Consumers who wait until February 17th or later to request 
coupons may not realize that it will take several weeks for the cou- 
pons to arrive by mail. Further, if even 1 percent of the public were 
to attempt to order their coupons that day, our telephone and com- 
puter systems would be stretched beyond current capacity. 

In light of these sobering scenarios, we are working with our 
partners to adjust public messaging to encourage consumers back 
well in advance of February 17th’s transition date. We will also 
work with NTIA to determine what capacity enhancements are 
prudent in anticipation of spikes in demand for the first quarter of 
2009. 

We are also exploring feasible alternative solutions for con- 
sumers who request coupons after the transition date. The IBM 
team is pleased to be part of implementing this vital program and 
recognizes that many challenges remain on the way to February 
17th, 2009. 

Our team continues to be ready to meet those challenges and 
work to ensure that consumers across the United States have con- 
tinued access to free television broadcasting, including educational, 
entertainment, emergency, and Homeland Security information. 

Thank you for the opportunity to testify today and I will be 
happy to answer any questions. 

[The prepared statement of Mr. Romeo follows:] 

Statement of Tom Romeo 

Mr. Chairman and Members of the Subcommittee, thank you for this opportunity 
to testify before you again on the status of the DTV Transition. My name is Tom 
Romeo and I am Director of Federal Services for IBM’s Global Business Services, 
Public Sector. I am here today to update you on the progress the IBM Team is mak- 
ing implementing the National Telecommunications and Information Administration 
(NTIA) TV Converter Box Coupon Program. 
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Background 

The Coupon Program, authorized by the Digital Television Transition and Public 
Safety Act of 2005, provides for distribution and redemption of coupons that con- 
sumers may apply toward the purchase of certified digital-to-analog converter boxes 
from participating retailers. As you know, this act allows U.S. households to request 
one or two coupons, worth $40 each, to be used toward the purchase of a certified 
converter box. 

Between January 1, 2008 and March 31, 2009, all U.S. households may request 
up to two coupons, worth $40 each to be used toward the purchase of up to two dig- 
ital-to-analog converter boxes until all of the 22.25 million coupons allocated under 
the initial phase of the program have been issued. The program then moves to the 
“contingent period” which requires 11.25 million coupons to be available exclusively 
to households that rely on over-the-air broadcasting as their sole source of television 
programming. 


Program Goals 

NTIA awarded IBM the contract to provide services for the TV Converter Box 
Coupon Program on August, 15, 2007. Working within the program parameters, 
IBM designed the NTIA TV Converter Box Coupon Program to be consumer-focused, 
easy to use, and provide maximum choice and access for both consumers and retail- 
ers. IBM and its business partners, Ketchum Public Affairs, Epiq Systems, and Cor- 
porate Lodging Consultants are providing services in four areas: 

• Consumer education; 

• Coupon distribution to consumers and redemption; 

• Support for retail store participation; 

• Financial processing to reimburse retailers, and to maintain records. 

Ensuring high retailer participation and satisfaction are essential elements to the 

overall success of the program. Our goal continues to be to successfully communicate 
the details of the TV Converter Box Coupon Program to targeted consumers, dis- 
tribute coupons, and complete the redemption process efficiently. 

Program Metrics and Status 

On January 1, 2008, the Consumer Support Center opened for business and began 
to take orders from consumers across the Nation for their TV Converter Box Cou- 
pons. Consumers are able to order coupons using any of four available options. The 
toll-free phone number ( 1-888-DTV-2009) is operational 24x7 with live agents 
available to callers. Operators can accommodate requests in more than 150 lan- 
guages. The toll-free phone option also provides a TTY solution in Spanish and 
English for use by the hearing impaired. Other options to apply for coupons include 
online at www.DTV2009.gov, by mail (P.O. Box 2000, Portland, OR 97208-2000), 
and via fax (1-888-DTV-4ME2). Coupon application forms are also available in 
Braille for the visually impaired. 

As we reported to you in February, consumers continue to show great interest in 
the Coupon Program with over 16,038,539 coupons ordered as of June 3, rep- 
resenting an average of more than 3,000,000 coupons ordered on a monthly basis. 
To date, approximately 88.4% of the requesting households have ordered the max- 
imum of two coupons. 

Although the statute allows for coupon requests to be taken between January 1, 
2008 and March 31, 2009, at the current rate of public demand we expect to have 
accepted requests for the initial round of 22,250,000 coupons from the program’s 
base funding of $890 million by early August 2008. When this milestone is reached, 
a decision needs to be made as to whether the program moves to shipping contin- 
gent coupons, or whether coupons not redeemed during the base funding period will 
be recycled to offer more than the initial 22,250,000 coupons designated for the base 
funding period. 

In the 118 days since I last came before this committee, I am pleased to report 
that we continued our progress in recruiting the voluntary participation of both 
large national retailers and smaller, local retailers. As of June 3, 2008, 1,819 retail- 
ers representing more than 19,440 stores nationwide are currently certified and par- 
ticipating in the program. Seven of the largest consumer electronics retailers — Best 
Buy, Circuit City, K-mart, Radio Shack, Sears, Target, and Wal-Mart are among the 
retailers participating in the Coupon Program. This includes locations in all 50 
states, Guam, Puerto Rico, and the U.S. Virgin Islands. These stores have completed 
certification in the Coupon Program, indicated that their employees are trained, 
have converter box inventory in their stores, and have their point-of-sale systems 
prepared to redeem coupons. Consumers are also able to order converter boxes from 
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19 online retailers, or from any of the 7 retailers offering a phone order option. A 
list of all participating retail outlets, searchable by state and 5-digit zip code, can 
be found on www.DTV2009.gov under “Locate a Retailer Near You.” 

We believe the strong demand for coupons indicates we are on the right track edu- 
cating consumers about the Coupon Program, and we remain focused on intensifying 
consumer education as we head toward February 2009. Our partner, Ketchum Pub- 
lic Affairs, continues to lead the consumer education effort focused on the five com- 
munities who most likely rely more heavily on over-the-air broadcasting than the 
general population: 1) senior and older Americans; 2) the economically disadvan- 
taged; 3) rural residents; 4) people with disabilities; and 5) minorities. We continue 
to build and leverage a network of committed partners who already have access to 
many of the population segments we are targeting, and currently work with over 
300 public and private sector partners with ties to senior citizen, rural, and dis- 
ability communities. The Partnership Toolkit, which includes DTV and Coupon Pro- 
gram background material, fact sheets, posters, sample public service announce- 
ments, and presentations, is co-branded for use by partners at a variety of events. 
Also included and used by our partners are specific strategies on how to reach the 
media to effectively deliver the Coupon Program message, and ideas and resources 
for informing consumers through community and in-store events. In addition, our 
work with the media to place stories about the Coupon Program is heavily focused 
not only on national media, but also the television markets that have the largest 
estimated number and percentage of over-the-air reliant households. 

Challenges and Future Steps 

The accelerated pace of consumer demand has required our team to react quickly 
to pinpoint needed adjustments and implement alternative solutions when nec- 
essary. For example, when the program launched at the start of this year, con- 
sumers ordered 2,144,632 coupons during the first week of January, representing 
10% of the base funding. By February 21, 2008, when the first coupons were 
shipped to consumers, the program had processed requests for more than 6 million 
coupons. These numbers far exceeded initial projections. We increased our daily and 
weekly coupon distribution capacity to allow for far greater numbers than planned, 
and have now issued more than 14.6 million coupons. Today, a consumer can expect 
to have their coupon order processed and mailed within 10-15 days, and to receive 
their coupon within 3-4 weeks of placing their order. 

Continued strong consumer interest in the Coupon Program (and the DTV Transi- 
tion generally) has translated to continued high call volumes into the Consumer 
Support Center. The Internet remains the most popular channel, with approxi- 
mately 57.5% of the requests received via the Internet, followed by 40.1% via the 
telephone, and 2.4% for the mail and fax channels combined. This breakdown has 
remained relatively constant since the program launched in January. The Call Cen- 
ter handled more than 2 million calls during the month of May, with approximately 
40% of those coming from Spanish speakers. The Interactive Voice Response (IVR) 
system has been able to support between 50 and 60% of the callers without the need 
for a live agent, a very high IVR resolution rate by industry standards. Most re- 
cently, more of the public is calling with questions about the program or about the 
digital transition rather than to request a coupon, increasing our need for live oper- 
ators. We continue to adjust messaging on the automated Interactive Voice Re- 
sponse (IVR) system to expedite the coupon ordering process, answer as many ques- 
tions as possible, offer recorded information while callers wait for an agent, and pro- 
vide a positive experience for the consumer. 

As we plan for the coming months, we have identified several challenges that 
need to be addressed. The majority of consumer messaging is focused on making 
sure consumers understand the transition to digital broadcasting will occur on Feb- 
ruary 17, 2009. Consumers who wait until February 17 or after that date to request 
their coupons may not realize that it will take several weeks for their coupons to 
arrive by mail. Further, if even 1% of the public were to attempt to order their cou- 
pons that day, our telephone and computer systems would be stretched beyond cur- 
rent capacity. In light of these sobering scenarios, we are working with our partners 
to adjust public messaging to encourage consumers to act well in advance of the 
February 17 transition date. We will also work with NTIA to determine what capac- 
ity enhancements are prudent in anticipation of spikes in demand in the first quar- 
ter of 2009. We are also exploring feasible alternative solutions for consumers who 
request coupons after the transition date 

The IBM Team is pleased to be part of implementing this vital program and rec- 
ognizes that many challenges remain on the way to February 17, 2009. Our team 
continues to be ready to meet those challenges and work to ensure that consumers 
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across the United States have continued access to free television broadcasting, in- 
cluding educational, entertainment, emergency, and homeland-security information. 

Thank you for the opportunity to testify today and I will be happy to answer any 
questions. 


Summary 

Consumers continue to show great interest in the Coupon Program with over 
16,038,539 coupons ordered as of June 3, representing an average of more than 
3,000,000 coupons ordered on a monthly basis. To date, approximately 88.4% of the 
requesting households have ordered the maximum of two coupons. 

Although the statute allows for coupon requests to be taken between January 1, 
2008 and March 31, 2009, at the current rate of public demand we expect to have 
accepted requests for the initial round of 22,250,000 coupons from the Program’s 
base funding of $890 million by early August 2008. 

As of June 3, 2008, 1,819 retailers representing more than 19,440 stores nation- 
wide are currently certified and participating in the program. Consumers are also 
able to order converter boxes from 19 online retailers, or from any of the 7 retailers 
offering a phone order option. 

We believe the strong demand for coupons indicates we are on the right track edu- 
cating consumers about the Coupon Program, and remain focused on intensifying 
consumer education as we head toward February 2009. 

As we plan for the coming months, we have identified several challenges that 
need to be addressed. The majority of consumer messaging is focused on making 
sure consumers understand the transition to digital broadcasting will occur on Feb- 
ruary 17, 2009. Consumers who wait until February 17 or after that date to request 
their coupons may not realize that it will take several weeks for their coupons to 
arrive by mail. Further, if even 1% of the public were to attempt to order their cou- 
pons that day, our telephone and computer systems would be stretched beyond cur- 
rent capacity. In light of these sobering scenarios, we are working with our partners 
to adjust public messaging to encourage consumers to act well in advance of the 
February 17 transition date. We will also work with NTIA to determine what capac- 
ity enhancements are prudent in anticipation of spikes in demand in the first quar- 
ter of 2009. We are also exploring feasible alternative solutions for consumers who 
request coupons after the transition date. 


Mr. Markey. Thank you, sir. The next is Ms. Kim Cannon, who 
is the Vice President and General Manager for Fayetteville and 
Wilmington, North Carolina Markets for Time Warner Cable. Wel- 
come. 

STATEMENT OF KIM CANNON, VICE PRESIDENT, GENERAL 
MANAGER, FAYETTEVILLE/WILMINGTON, NORTH CAROLINA 
MARKETS, TIME WARNER CABLE 

Ms. Cannon. Good morning, Mr. Chairman, Ranking Member 
Stearns, and members of the subcommittee. My name is Kim Can- 
non, and I am Vice President and General Manager for Time War- 
ner Cable’s Wilmington, North Carolina Cable Systems. As you 
know, the FCC has chosen the Wilmington market as a location for 
the early digital transition trial. Time Warner Cable is the largest 
cable operator in the Wilmington area, serving more than 96,000 
subscribers. I am pleased to have the opportunity to describe for 
you how Time Warner Cable is helping to ensure that the digital 
transition, both nationally and in Wilmington, is successful. 

Today’s hearing is entitled the “Status of the DTV Transition: 
252 Days and Counting.” Of course, for those of us in the Wil- 
mington area it should be only 90 days and counting. Being the 
leading cable operator and the first broadcast television market to 
switch from analog to digital presents some challenges, but Time 
Warner Cable is ready to meet them head on. 
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The good news is that television viewers who are connected to 
cable are at no risk of losing access to broadcast television stations. 
Some cable homes have additional sets that rely on over-the-air re- 
ception. For that reason last September Time Warner Cable and 
other cable operators launched a $200 million advertising cam- 
paign to educate the public about the upcoming broadcast transi- 
tion and the NTIA’s Converter Box Coupon Program. 

Time Warner Cable itself is devoting over $30 million in re- 
sources to promoting the digital transition by running television, 
radio, and print advertisements, posting information on our system 
Web sites, and participating in community events designed to draw 
attention to the transition. Ironically, the success of this informa- 
tion campaign has created one of our biggest challenges in the Wil- 
mington area. Having spent nearly a year telling people that the 
transition will occur on February 17th, 2009, we now have to make 
sure that everyone in the Wilmington market understands that for 
them the transition will occur 5 months earlier. 

In order to meet this challenge, Time Warner Cable is commit- 
ting additional resources to Wilmington-specific educational efforts. 
The Web site for Wilmington area systems has been updated to 
highlight the new transition date, alternate billing inserts, tele- 
vision spots, radio scripts, newspaper ads, and in-store displays 
have been prepared, trumpeting the fact that the transition will 
occur on September 8th. On-screen crawls directing viewers to our 
Web site for more information about the transition are running on 
various channels, and we have plans to use billboards to inform the 
community as well. In addition, system personnel are participating 
in media interviews and other outreach efforts. For example, our 
Wilmington cable store will be hosting workshops specifically tar- 
geting the elderly and minority communities where local broad- 
casters are invited to participate. 

Time Warner Cable representatives also are running information 
booths at area festivals and events such as the health fair at the 
Wilmington Senior Center. Moreover, because most of our cus- 
tomers in the Wilmington area are served by upgraded, state-of- 
the-art facilities, we don’t expect any technical issues to arise as a 
result of the transition. Nevertheless, to be safe we are coordi- 
nating with the local broadcasters to make certain everything goes 
smoothly. We are also making sure that the Wilmington area sys- 
tems have the equipment and personnel necessary to hook up new 
service for customers and to connect additional sets for those view- 
ers that decide to switch from over-the-air reception. 

In conclusion, I again want to stress that Time Warner Cable is 
dedicated to ensuring, both through its individual efforts and 
through cooperative actions with broadcasters and others, that the 
broadcast television digital transition is a good experience for con- 
sumers who are up in Wilmington and around the Nation. And I 
would be happy to respond to any questions you might have. 

[The prepared statement of Ms. Cannon follows:] 
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Good morning Mr. Chairman, Ranking Member Steams, and members of the 
Subcommittee. My name is Kim Cannon, and I am Vice President and General Manager 
for Time Warner Cable’s Wilmington, North Carolina area cable systems. As you know, 
the FCC has chosen the Wilmington market as the location for its early digital transition 
trial. Time Warner Cable is the largest cable operator in the Wilmington area, serving 
more than 96,000 subscribers. I am pleased to have this opportunity to describe for you 
how Time Warner Cable is working to ensure that the service that we provide to our 
customers is not interrupted by the transition of broadcast television from analog to 
digital. 

I note that the title of today’s hearing is the “Status of the DTV Transition: 252 
Days and Counting.” Of course, for those of us in the Wilmington area it actually should 
read: “only 90 days and counting.” That’s right, in just three months - on September 8, 
2008 - television viewers in the Wilmington area, along with the broadcasters, cable 
operators, satellite companies, and electronics retailers that serve those viewers, will 
make the leap from analog broadcast television to digital. While there are challenges 
associated with being the leading cable operator in the first broadcast television market to 
switch from analog to digital, it also is very exciting and we at Time Warner Cable are 
fully prepared to do our part to make the broadcasters’ transition seamless for our 
customers. 

While the broadcast digital transition will soon be upon us, the cable industry has 
been engaged in its own digital transition for a number of years. Time Warner Cable has 
been a leader in introducing new digital services such as high definition television, digital 
video recorders, video-on-demand, high-speed Internet access, and Internet protocol 
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based telephony. Time Warner Cable has invested over $5 billion in upgrading its cable 
systems so that they can provide the widest range of services made possible by the digital 
revolution. And subscribers are enthusiastically responding. As of December 31, 2007, 
approximately 8 million (or 61%) of Time Warner Cable’s 13.3 million basic video 
customers were subscribing to digital video services. 

But the cable industry has not been focused only on its own deployment of digital 
technology. Cable operators in general, and Time Warner Cable in particular, have 
played an active and leading role in publicizing the broadcasters’ digital transition. 
Television viewers who are connected to cable television are at no risk of losing access to 
broadcast television stations. However, some cable homes have additional sets that rely 
on over-the-air reception. For that reason, last September, the cable industry launched a 
$200 million advertising campaign, featuring spots in both English and Spanish, to 
inform television viewers about the upcoming broadcast digital transition and NTIA’s 
digital-to-analog converter box coupon program. In addition, even before the FCC 
adopted its digital transition consumer education rules. Time Warner Cable and other 
cable operators voluntarily began inserting written information about the transition in 
their billing statements. 

Moreover, the cable industry has engaged in collaborative efforts with other 
affected industries. For example, in February 2007, NCTA and other interested industry 
and consumer groups joined together to create the DTV Transition Coalition - a 
privately-funded initiative that is using marketing and public education strategies to help 
educate television viewers about the change from analog broadcasting to digital. More 
recently, cable and broadcast industry groups partnered to create a “Coordination 
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Reference Handbook” to guide cable operators and broadcast stations as they work 
together to resolve any engineering issues that might arise in connection with the 
transition of broadcast television from analog to digital in a timely fashion in advance of 
the actual transition deadline. 

Time Warner Cable has supported and participated in all of these efforts to 
prepare for and inform the public about the broadcast digital transition. Company-wide, 
Time Warner Cable is devoting over $30 million in resources to transition-related 
actions. Beginning last fall, Time Warner Cable outlined an internal DTV transition 
action plan that involves educating employees, disseminating information to the public, 
and communicating with local broadcasters. 

One of the first steps Time Warner Cable took was to update all of its division 
websites to include detailed information about the digital transition, including links to 
relevant government websites and the DTV Transition Coalition’s website. Time Warner 
Cable also is using a variety of media to educate and inform consumers about the DTV 
transition. The creative materials being used in this effort include: 

■ Television spots (including both the NCTA-produced spots and spots produced by 
Time Warner Cable). 

■ Radio spots. 

■ Internet banners. 

■ Direct mail and email messages. 

■ Posters and brochures (available at payment centers and given to subscribers by 
technicians on service calls). 
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Time Warner Cable personnel also are participating in community events aimed at 
drawing attention to and informing the public about the upcoming broadcast digital 
transition. 

The aggressive educational efforts undertaken by cable operators such as Time 
Warner Cable have helped raise the public’s awareness of the broadcast digital transition. 
Ironically, however, the very success of this information campaign is the source of one of 
our biggest challenges in the Wilmington area. Having spent nearly a year informing 
people that the broadcast digital transition is scheduled to occur on February 1 7, 2009, we 
now face the task of letting the people in the Wilmington market know that, for them, the 
transition will occur five months earlier. 

In order to meet this challenge, Time Warner Cable is devoting additional 
resources to its educational efforts in our Wilmington service territory. We have updated 
the website for the Wilmington-area systems to highlight the new transition date and 
prepared alternate billing inserts, television spots, radio scripts, and newspaper ads that 
trumpet the fact that the transition will occur on September 8 in the Wilmington area. 
Each of our customer services centers and the “Cable Store” in Wilmington have digital 
transition displays with Wilmington-specific brochures available for the taking. On- 
screen crawls directing viewers to our website for more information about the transition 
are running on various channels and we have plans to use billboards to inform the 
community as well. 

In addition, Time Warner Cable personnel are engaged in outreach efforts, often 
together with community leaders and local broadcasters, to get out the message about the 
new transition deadline. Many of these outreach efforts are specifically aimed at groups 
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such as seniors and Spanish-speaking viewers. For example, our Wilmington Cable Store 
will be hosting workshops specifically targeting the elderly and minority communities, 
with local broadcasters invited to participate. Time Warner Cable representatives also are 
manning information booths at area festivals and events such as a health fair at the 
Wilmington Senior Center, the Water Festival in Bladen County, the Cherry Point 
Airshow, and the Blueberry Festival in Pender County (to be held later this month). 

Other examples of outreach efforts include the participation of system officials in 
media interviews regarding the transition and Time Warner Cable’s attendance at the 
May 27 FCC Public Forum hosted by Chairman Martin and the May 20 presentation by 
the FCC to the Wilmington City Council. 

Moreover, from a technical perspective, the vast majority of the work has been 
completed to ensure that our customers continue to receive the broadcast stations 
participating in the trial after those stations discontinue analog broadcasts. Of the 
participating stations that we currently carry, three [WWAY (ABC); WSFX (FOX); 
WECT (NBC)] already are operating their digital facilities at full, post-transition power 
levels. We are currently delivering those stations in both digital and analog formats to 
the vast majority of our subscribers. A fourth participating station that we carry [WILM- 
LP (CBS)] has not yet constructed facilities for broadcasting its digital signal over-the- 
air, but currently provides us with a fiber feed of its digital signal so that where we carry 
that station, we carry it in both analog and digital. 

It is our expectation that when the Wilmington-area transition occurs at midnight 
September 8, all of the television sets connected to our cable systems in the area will be 
able to receive all of the local broadcast stations that they are now receiving. Of course. 
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we will continue to coordinate with these stations as September 8 th approaches and will 
do whatever additional work may be necessary to make sure that this is the case. We also 
are taking steps in the Wilmington area to ensure that we have available the necessary 
equipment and personnel to hook up service for new customers and to connect additional 
sets for those viewers that decide to switch from over-the-air reception. 

In conclusion, I again want to stress that Time Warner Cable is dedicated to 
ensuring, both through its individual efforts and through cooperative actions with 
broadcasters and others, that the broadcast television digital transition is a good 
experience for consumers, both in Wilmington and around the nation. I would be happy 
to respond to any questions you may have. 
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Executive Summary of Written Testimony of Kim Cannon 
Vice President and General Manager, Time Warner Cable, Wilmington, NC 

June 10, 2008 

The FCC has selected the Wilmington, North Carolina market as the location for an early 
test of the broadcast digital transition, moving up the date of the transition for that market 
from February 17, 2009 to September 8, 2008. Time Warner Cable is the leading 
provider of cable television service in the Wilmington DMA, with over 96,000 
subscribers. 

Television viewers who are connected to cable are at no risk of losing access to broadcast 
television stations as a result of the broadcasters’ transition from analog to digital. 
However, some cable homes have additional sets that rely on over-the-air reception. For 
that reason, Time Warner Cable has taken a leading role in publicizing the broadcasters’ 
digital transition and the NTIA coupon program. 

Company-wide, Time Warner Cable is devoting over $30 million in resources to 
transition-related actions that include educating employees, disseminating information to 
the public, and communicating with local broadcasters. 

The aggressive educational efforts undertaken by Time Warner Cable and others have 
helped raise the public’s awareness of the broadcast digital transition. Ironically, 
however, the very success of this information campaign is the source of one of our 
biggest challenges in the Wilmington-area: letting people know that the date of the 
transition has been moved up by five months. 

In order to meet this challenge, Time Warner Cable is devoting additional resources to its 
educational efforts in the Wilmington area. We have updated our website to highlight the 
new transition date and have prepared new billing inserts, television spots, radio scripts, 
brochures and newspaper ads that trumpet the early transition. On-air crawls directing 
viewers to our website are running on various channels and we have plans to use 
billboards to inform the community as well. 

Time Warner Cable personnel also are engaged in outreach efforts, often with community 
leaders and local broadcasters. Many of these efforts are specifically aimed at seniors 
and Spanish-speaking viewers. 

From a technical perspective, most of the work is done and it is our expectation that when 
the Wilmington-area transition occurs at midnight, September 8, all of the television sets 
connected to our cable systems in the area will be able to receive all of the local 
broadcast stations that they are now receiving. We also are taking steps to ensure that we 
have the equipment and personnel needed to connect new customers and hook-up 
additional sets for customers who decide to switch from over-the-air reception. 
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Mr. Markey. Thank you, Ms. Cannon, very much. 

Our next witness is Mark Lloyd. He is the Vice President for 
Strategic Initiatives for the Leadership Conference on Civil Rights. 
Mr. Lloyd is here today to speak about the different challenges 
from affected communities facing this transition. We thank you, 
Mr. Lloyd, and we look forward to your testimony. 

STATEMENT OF MARK LLOYD, VICE PRESIDENT, STRATEGIC 

INITIATIVES, LEADERSHIP CONFERENCE ON CIVIL RIGHTS 

Mr. Lloyd. Chairman Markey, great to see you again and mem- 
bers of the subcommittee. On behalf of the Leadership Conference 
on Civil Rights and the Leadership Conference on Civil Rights 
Education Fund, again thank you for the opportunity to testify at 
today’s hearing on the status of digital television. 

LCCR is the Nation’s oldest and most diverse coalition of organi- 
zations working to protect the civil rights of all Americans through 
legislative advocacy. And the LCCR Ed Fund works to establish 
further the goal of equality under laws through public education. 

Mr. Chairman, despite the valiant volunteer work of our mem- 
bers and the DTV Transition Coalition, the Nation is simply not 
prepared at present for the shut-off of full power analog television 
broadcasting. There is, in brief, too little funding for research, edu- 
cation, and outreach to ensure that when February 17th, 2009 ar- 
rives all Americans will continue to receive over-the-air broadcast 
service. 

We are concerned the disproportionate impact of this transition 
on our constituents will result in a greater divide between those 
who have access to vital information and those who do not. Later 
this month our Leadership Conference will complete an extensive 
report on the challenges regarding the transition to digital tele- 
vision. We look forward to submitting that report to this com- 
mittee. 

The serious problems of the transition identified by the Leader- 
ship Conference include lack of viewer awareness regarding signifi- 
cance of the transition, and continuing viewer confusion, retailer 
confusion, unnecessarily retailer upselling, TV converter box pro- 
gram problems and complexities, confusion over low power commu- 
nity television stations, and the continued need for analog pass- 
through, no rapid response plan to deal with the problems after 
February 17th. 

While the Federal agencies most responsible for managing this 
transition, the NTIA and FCC and a wide range of private stake- 
holders are working hard to address the impact of the transition. 
LCCR believes that the challenges involved in preparing Americans 
for the digital TV transition are of such magnitude that while ac- 
tive congressional oversight is important, strong congressional re- 
sponse is required. 

We strongly support the subsidy program and the coupon pro- 
gram designed to help Americans make this transition to digital 
television. But our work on the ground indicates a variety of prob- 
lems. The coupon program began well before there were sufficient 
converter boxes on the shelves. Many who rushed looking at Good 
Morning America and other programs to get their coupons went to 
the stores to find out the converter boxes weren’t there or the low 
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cost converter boxes weren’t there or the analog pass-through con- 
verter boxes weren’t there. As Congressman Stupak noted earlier, 
converter boxes still are not available or are in short supply in 
many communities. 

Many, we have found, large retail manufacturers, or retailers 
rather, refuse to accept coupons from mail order or Internet pur- 
chases of converter boxes. Not all boxes eligible for the coupon pro- 
gram support video description services so needed by members of 
the our community or provide an easy analog pass-through for com- 
munity broadcasters. 

Again, we applaud NTIA for showing flexibility with some of the 
other problematic provisions of the program, but we hope this com- 
mittee will adopt the recommendations of Senator Inouye and Sen- 
ator Stevens of the Senate Commerce Committee. Consumers 
should be able to use their converter box coupons to preorder so 
they might obtain boxes that are out of stock or in limited supply 
without running up against the expiration date. Also consumers 
should be able to reapply for coupons only if they have found that 
their coupons have expired. Too many Americans, as I said, re- 
sponded earlier before the market was ready. 

First and foremost, we are deeply concerned the $5 million that 
Congress has allocated NTIA to educate consumers about the cou- 
pons program will be woefully inadequate to support the kind of 
public education effort that the transition process requires. I know 
that you know that other countries are spending much more than 
the United States in preparing their citizens for the transition to 
digital. 

Given the $20 billion raised in the 700 megahertz auction, maybe 
1 percent of that could be used to actually help American con- 
sumers make this transition. A public education campaign is not 
merely airing a series of public service announcements that digital 
television is coming; it is much more complicated here, as the testi- 
mony so far has suggested. 

The important services of low power and other community broad- 
casters will continue to send along signals. Full powered television 
service is not being exchanged simply for digital service. Many full 
powered broadcasters will be sending multiple digital signals. Some 
of those signals will be high definition, some will not. The contour 
of the reach of the digital signal will not exactly match the reach 
of the old analog signal. These are not simple messages to convey. 
And that does not even take into account the educational effort re- 
garding the complicated coupon program. 

We at the Leadership Conference are working with the Southeast 
Asian Action Resource Center, the National Council of La Raza, the 
NAACP, National Urban League, the National Congress of Amer- 
ican Indians, the American Association of People With Disabilities, 
and others to reach deep into communities and to work with direct 
service providers to get the word out. 

We know that one of our members, AARP, and others of our 
members are also extending themselves to get the word out. We 
have received no financial assistance from the FCC or NTIA to pre- 
pare our communities for this major transition, and our resources 
are limited. 
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Again, we applaud the public service announcements of NAB and 
PBS, but again these efforts are simply not sufficient. 

Mr. Markey. If you could summarize. 

Mr. Lloyd. My final note is simply that we need an aggressive 
ongoing monitor effort, and there must be plans in place to respond 
rapidly to those most vulnerable populations who end up losing 
service. 

Again, thank you very much. 

[The prepared statement of Mr. Lloyd follows:] 
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Chairman Markey, Ranking Member Upton, and members of the Committee: I 
am Mark Lloyd, vice president of strategic initiatives of the Leadership Conference on 
Civil Rights (LCCR) and the Leadership Conference on Civil Rights Education Fund. 
Thank you for the opportunity to testify in today’s hearing on the status of the digital 
television transition. 

LCCR is the nation’s oldest and most diverse coalition of organizations working 
to protect the civil rights of all Americans through legislative advocacy. And the LCCR 
Education Fund is the sister organization established to further the goal of equality under 
law through public education. LCCR consists of approximately 200 national 
organizations representing persons of color, women, children, organized labor, persons 
with disabilities, seniors, gays and lesbians, and major religious groups. Given the fact 
that we represent a very broad coalition of organizations, I would not suggest here that 
my testimony fully represents the concerns of all our coalition members. With that said, 
we have consulted and are actively working on the DTV transition with several members 
of our coalition both in Washington and in the field. In addition, LCCR is a founding 
member and a steering committee member of the DTV Transition Coalition, a large 
coalition that includes the Federal Communications Commission, the National 
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Telecommunications and Information Administration of the U.S. Department of 
Commerce, industry groups, grassroots and membership organizations, manufacturers, 
retailers, trade associations, civil rights organizations, and community groups. I am a 
former broadcaster and communications attorney and I teach the public policy of 
communications at Georgetown University. It is a privilege to come before you to speak 
on an issue I have been engaged in for over ten years. 

Despite the valiant volunteer work of our members and the DTV transition 
coalition, the nation is not prepared for the shut-off of full-power analog television 
broadcasting. There is, in brief, too little funding for research, education and outreach to 
ensure that when February 1 7, 2009 arrives all Americans will continue to receive over- 
the-air broadcasting service. As this committee knows, millions rely on broadcasting for 
emergency information, school closings and the news and public affairs programming so 
necessary for local democratic engagement. We are concerned that the disproportionate 
impact of this transition will result in a greater divide between those who have access to 
vital information and those who do not. We at the Leadership Conference are concerned 
that the working poor, that senior citizens, that a disproportionate number of African- 
Americans, Latinos, and Asian-Americans, that people with hearing or visual limitations, 
and that Americans living in rural areas will lose access to the vital lifeline of over-the-air 
television. 

Later this month the Leadership Conference will complete an extensive report on 
the challenges regarding the transition to digital television. We look forward to 
submitting that report to this committee. The serious problems with the transition 
identified by the Leadership Conference include: 
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• Lack of viewer awareness; 

• Viewer and retailer confusion; 

• TV converter box coupon program problems and complexities; 

• Excessive and unanticipated costs and burdens to viewers to make the 
transition; 

• Confusion over low-power and community television stations; 

• Unnecessary retailer upselling; 

• Difficulties in procuring digital converters; 

• Difficulties with the pass-through by digital converters, cable, or satellite of 
captioning and any available video description; 

• No rapid response plan to deal with problems after February 1 7, 2009 

While the federal agencies most responsible for managing this transition — the 
National Telecommunications and Information Administration (NTIA) and the Federal 
Communications Commission — and a wide range of private stakeholders in the 
broadcasting, cable, retail, and manufacturing industries are already working hard to 
address the impact of the transition, LCCR believes that the challenges involved in 
preparing Americans for the digital television transition are of such magnitude that while 
active Congressional oversight is important, strong Congressional response is required. 

What’s at Stake 

Making the transition to digital is not simply a matter of being able to watch 
wrestling, or American Idol, or reruns of Friends. At stake in the transition to digital 
television is the ability of the nation’s most vulnerable populations to maintain 
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uninterrupted access to their key source of news and information and emergency 
warnings: free, over-the-air television. 

The loss of this important service is especially acute for the communities that 
LCCR member organizations represent. In 2005, the GAO found that up to 19 percent, or 
roughly 21 million American households, rely exclusively on over-the-air, free television. 
According to the GAO, 48 percent of households that rely solely on over-the-air 
television have incomes under $30,000. 

These consumers will face an expensive choice to continue to receive a television 
signal: subscribe to cable or satellite, buy a digital television set, or purchase a digital-to- 
analog converter box without assistance from the government through its coupon 
program. All of these options cost money. Even an inexpensive converter box can cost 
more than a week’s food budget for many low-income families and for many elderly 
persons living alone and on Social Security. 

We are especially concerned because minority and aging households are 
disproportionately affected by the transition. 

• According to the GAO, non-white and Hispanic households are more likely to 
rely on over-the-air television than are white andnon-Hispanic households. 

• Of the 21 million over-the-air households, one-third (or seven million people) are 
Spanish-language speakers, according to the testimony of Alex Nogales, President 
and CEO of the National Hispanic Media Coalition, before the House 
Subcommittee on Telecommunications and the Internet in March 2007. 

• Eight million of the 2 1 million over-the-air households include at least one person 
over 50 years of age, according to the March 2005 testimony of Lavada DeSalles 
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on behalf of A ARP, before the House Subcommittee on Telecommunications and 
the Internet. 

• One-third or more of over-the-air television viewers have disabilities, according 
to the American Association of People with Disabilities. 

• African Americans make up 23 percent of over-the-air households, according to 
the National Association of Broadcasters. 

LCCR believes that access to communications is a fundamental right of every American. 
Given the impact the transition will have on all our most vulnerable communities, LCCR 
applauds Congress for recognizing the need for a government compensation program to 
be administered by NTIA to assist with the transition. But the process that has been 
created raises a number of troubling concerns. 

Problems with the Coupon Program 

We strongly support the subsidies to American consumers to assist with the 
transition to digital. And the coupon program in the main seems a sensible way to 
provide these subsidies to all Americans. But our work on the ground indicates a variety 
of problems. The coupon program began well before there were sufficient converter 
boxes on the shelves. Many who rushed to get their coupons have felt compelled to 
either purchase the more expensive converter boxes or to watch their coupons expire. 
Converter boxes are not available or are in short supply in many rural areas. We have 
been told that many large national retailers refuse to accept coupons for mail-order or 
Internet purchases of converter boxes. And not all boxes eligible for the coupon program 
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support video description, or provide an easy pass-through of analog signals from 
community broadcasters. 

We applaud NTIA for showing flexibility with other problematic provisions of 
the program. For example, in response to widely held concerns, NTIA appears to be 
willing to modify the coupon program to allow nursing homes with multiple residents to 
apply for multiple coupons, and to show flexibility in issuing coupons to those who 
receive mail at a post office box. 

We support the recommendations of Senators Inouye and Stevens of the Senate 
Commerce Committee. They want consumers to be able to use their converter box 
coupons to preorder the boxes so that they might order boxes that are out of stock or in 
limited supply and not run afoul of the expiration date. Also, they want consumers to be 
able to reapply for coupons if their coupons have expired, as the coupons presently have 
no ability to replace or reapply for expired coupons. Another problem with the 90-day 
expiration date is the inability of those who applied early for coupons to purchase lower 
priced converter boxes, such as the boxes marketed by EchoStar, which will not come to 
market until summer. 

Funding the Educational Effort 

First and foremost, we are deeply concerned that the $5 million that Congress has 
allocated to NTIA to educate consumers about the coupon program will be woefully 
inadequate to support the kind of public education effort that the transition requires. In a 
2007 letter to members of the FCC, House Energy and Commerce Chairman John 
Dingell and Rep. Edward Markey noted that the German city of Berlin spent nearly $1 
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million to educate its 3.4 million citizens about the transition to digital. The United 
Kingdom, a country of a little over 60 million, plans to spend $400 million on its public 
education campaign. While we do not advocate spending an equivalent $100 million to 
$2 billion dollars to prepare the 300 million American consumers about the digital 
television transition, we do not think that the $5 million allocated by Congress in 2005 
was ever adequate to the task. 

A public education campaign is not merely airing a series of public service 
announcement that digital television is coming. It is much more complicated here. As 
this committee knows, not all analog broadcasts will shut down. The important services 
of low power and other community broadcasters will continue to sent analog signals. 
The full-power television service is not simply being exchanged for a digital service. 
Many full power broadcasters will be sending multiple digital signals - some of those 
signals will be High Definition and some will not. Nor will the contour, the reach of the 
digital signal, exactly match the reach of the old analog signal. These are not simple 
messages. And that does not even take into account the educational effort about a two- 
stage program involving a government coupon subsidizing a digital converter box. Some 
consumers will need to be gently reminded that a transition will take place. Others will 
need more help through the process. 

We at the Leadership Conference are working with the Southeast Asian Resource 
Action Center and the National Council of La Raza and the NAACP and the National 
Urban League and the National Congress of American Indians and the American 
Association of People with Disabilities and others to reach deep into communities, to 
work with direct service providers, to get the word out. We know that AARP and others 
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are also extending themselves to help in getting the word out. We have received no 
financial assistance from the FCC or NTIA to prepare our communities for this major 
transition and our resources are limited. 

Again, the public service announcements of the National Association of 
Broadcasters and PBS and others are great contributions, the educational seminars of the 
FCC and the NTIA website are all impressive educational efforts, but they are not 
enough. The lack of sufficient resources within the digital television transition consumer 
education effort for support of nonprofit, social justice, or community-based 
organizations further limits the scope of much needed direct, hands on public education 
efforts in communities at risk. The effort to ensure that all Americans have access to 
over-the-air digital television should not be left to government and industry alone; the 
private charitable organizations that work directly with the populations most at risk need 
to be engaged, but they need support. 

More specifically, what is needed are efforts that fund and engage grassroots 
groups to conduct the training workshops; develop and disseminate the informational 
materials that are language appropriate and in alternate forms (Braille, audiotapes, ASCII 
disk, large font, closed captioned); and provide the technical assistance that will help the 
low-income households, minorities, limited English-speaking families, seniors, and 
persons with disabilities who are most dependent on television make the transition. 

LCCR is committed to working with our community-based member 
organizations, including groups that serve populations who speak languages other than 
English, and those that assist working families such as unions and religious organizations, 
to make sure their members know about the transition and the coupon program. But we 
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are skeptical about the success of these efforts without additional resources. We believe 
that the costs of the digital transition to U.S. could be paid for by a small fraction of the 
20 billion dollars generated by the auctions of reclaimed spectrum. 

If Congress wants the digital television transition and coupon program to succeed, 
it must adequately invest in an educational program that involves all relevant sectors and 
that truly leaves no community behind. We strongly urge Congress to supplement the 
amount of funding for consumer education efforts. In the end, voters will look to 
Congress if their televisions go dark. 

Research, Oversight, and Rapid Response 

In addition to our concerns that those populations most in need will be least likely 
to know about the coupon program, LCCR is concerned that low-income and minority 
communities, seniors, and people with disabilities will be least likely to receive the first- 
come, first-served limited number of coupons. 

NTIA’s Digital-to-Analog Converter Box Coupon Program currently 
contemplates what is essentially a two-phase process. Under the first phase, while the 
initial $990 million allocated for the program is available, all U.S. households — including 
cable and satellite customers — will be eligible to request up to two $40 coupons to 
purchase up to two, digital-to-analog converter boxes. Under the second phase, if NTIA 
requests the additional $510 million already authorized by Congress, then households that 
certify in writing they rely on over-the-air reception will be eligible for coupons. 
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LCCR urges Congress to ensure that the transition to digital television serves to 
benefit all Americans. In order to do so, there must be a way for Congress to determine 
that coupons are going to those who most need them. 

• It is clear that we will need sufficient independent research to make sure that 
messages about the coupon program are effective for these populations. We will 
need to know who is taking advantage of the coupon program during the first 
phase of the process, so that NTIA knows how to respond or whether and where 
to deploy additional funds. 

• The government can play an important role in conducting this research through 
the General Accounting Office, with Congress tracking the progress. 

In addition to an aggressive ongoing monitoring effort, there must be plans in 
place to respond rapidly to those most vulnerable populations who end up losing service, 
so that they get the education and assistance they need. If low-income households, 
seniors, minorities, or persons with disabilities are cut off because funds run out, 
Congress must allocate additional funds to ensure that all Americans can make the 
transition to digital TV. 
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Conclusion 

I want to acknowledge that despite the great challenges in making sure that all 
Americans know about the digital television transition and the coupon program, the 
transition presents great opportunities. Digital TV offers viewers better quality 
transmission and a wider range of programming options. DTV can deliver more services 
to those who speak languages other than English and to people with disabilities (such as 
enhanced closed captioning and video description services). And by freeing up valuable 
spectrum the transition has the potential to open the door for more Americans to 
participate fully in the digital age. We at the Leadership Conference are convinced that 
the transition to digital television has the potential for extending the benefits of advanced 
telecommunications services to all Americans. We believe this is the civil rights issue of 
the digital age. 

Thank you for both the opportunity to speak today and for your leadership as we 
move forward in addressing the digital television transition. I look forward to answering 
any questions you may have. 
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Mr. Markey. Thank you, Mr. Lloyd, very, very much. 

Our next witness is Mr. Paul McTear. He is the President and 
Chief Executive Officer of Raycom Media. Welcome, sir. 

STATEMENT OF PAUL MCTEAR, PRESIDENT AND CHIEF 
EXECUTIVE OFFICER, RAYCOM MEDIA, INC. 

Mr. McTear. Chairman Markey, Ranking Member Stearns, and 
members of the subcommittee, my name is Paul McTear and I am 
the President and 

Mr. Markey. If you could use a microphone. It is a new tech- 
nology in the media world. Oh, beautiful, thank you. 

Mr. McTear. Chairman Markey, Ranking Member Stearns, and 
members of the subcommittee, my name is Paul McTear and I am 
the President and Chief Executive Officer of Raycom Media. 
Raycom owns 38 full power television stations serving communities 
across the country, including Station WECT in Wilmington, North 
Carolina. The Wilmington market has been chosen for an early cut- 
over from analog to digital television service on September 8th, 
2008, while the rest of the country will make the transition on Feb- 
ruary the 17th, 2009. 

The focus of my testimony today is on the efforts of Raycom and 
our government and private sector partners in the five-county Wil- 
mington area. A cornerstone of Raycom’s operation philosophy is 
our commitment to strong local service. We believe that this is good 
for the public and good for our business. Our participation in the 
Wilmington area experiment is consistent with this commitment to 
public service. 

The cut-over to digital only operations that the country will un- 
dertake on February 17th, 2009, poses various risks and chal- 
lenges. The FCC asked the Wilmington area stations to take this 
step more than 5 months earlier than the rest of the country on 
September 8th, 2008, so that the country can assess those risks 
and challenges on the basis of the Wilmington experience and bet- 
ter prepare for the February 17th cut-over. Not only does Wil- 
mington have 5 fewer months than the rest of the country to pre- 
pare for this transition, it also must accomplish the transition in 
an environment where the entire rest of the country, including tele- 
vision markets adjacent to Wilmington, will be emphasizing the 
February 17th digital cut-over date. 

There will be problems and some will continue after September 
8th. Through intense news coverage, heavy doses of PSAs and nu- 
merous over-air and off-air activities, WECT and our sister stations 
will be engaged in a vigorous, multi-faceted campaign to anticipate 
and overcome these problems. Many of our efforts will be devoted 
to practical issues, where to obtain converter boxes, how to install 
them, antenna issues, and the like. 

We are also working intensely with cable and satellite operators, 
equipment retailers, local government, local civic groups, and other 
groups especially well-suited to outreach to an at-risk population 
like the elderly, rural viewers, seasonal residents, and minorities. 
For example, 3 weeks ago Wilmington held a town hall meeting de- 
voted to the digital transition experiment and we expect to partici- 
pate in similar gatherings and numerous communities within the 
market. 
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In these efforts we frequently stress the pioneering role that the 
Wilmington area is playing. We are also working with the FCC, 
which is providing exceptional support, and with NTIA and the 
NAB. I am proud of the way our industry has responded to the 
challenges of the transition. 

One attachment to my written statement catalogues the indus- 
try’s strenuous efforts under NAB’s leadership. I am also proud of 
Raycom’s localized efforts across the 38 markets as described in an- 
other attachment to my written testimony. As the attachment re- 
flects, Raycom stations have broadcast more than 50,000 transition 
education announcements since April of last year, as well as 1,400 
news items related to the transition. 

I am hopeful that with the help of many others the Wilmington 
experiment will succeed and that later the full nationwide transi- 
tion will also succeed. The result will be the greatest breakthrough 
in television since the introduction of color — crystal clear pictures, 
vastly improved sound, and the opportunity for more services. 

There is one issue that I am told that only Congress can fix. The 
Satellite Home Viewer Extension and Reauthorization Act provides 
television stations with exclusivity rights for their analog signals, 
but through an oversight it was never updated to take into account 
the cut-over to digital only operations. Without a fix to this inad- 
vertent loophole, the integrity of local markets could be destroyed 
and local service jeopardized. 

In closing, we would especially like to thank Chairman Martin 
and Commissioner Copps for their leadership in connection with 
this experiment. I also want to acknowledge the role of this com- 
mittee in advancing the transition and protecting consumer inter- 
ests as we make our way through this challenging transition. 

Thank you. 

[The prepared statement of Mr. McTear follows:] 
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Written Testimony of Paul McTear 
President and Chief Executive Officer 
Raycom Media, Inc. 

Before the 

Subcommittee on Telecommunications and the Internet 
of the 

Committee on Energy and Commerce 
United States House of Representatives 

“Status of the DTV Transition: The Wilmington Experiment” 

June 10, 2008 

Chairman Markey, Ranking Member Steams, and Members of the 
Subcommittee, my name is Paul McTear and I am the President and Chief Executive Officer 
of Raycom Media, Inc. Raycom owns 38 full-power television stations currently serving 
communities across the country, including station WECT in Wilmington, North Carolina. 
The Wilmington market has been chosen for an early transition from analog to digital 
television service on September 8, 2008, while the rest of the country will transition on 
February 17, 2009. We are working to prepare the communities we serve nationwide for this 
transition, but the focus of my testimony today is on the efforts of Raycom and our private 
and public partners in Wilmington. I appreciate the opportunity to speak today about this 
important initiative. 

Raycom is an employee-owned company that receives substantial investment 
from the Retirement Systems of Alabama, which provides retirement and other benefits to 
the employees of Alabama’s state government and public education systems. One of the 
cornerstones of our business philosophy is our commitment co strong local service wherever 
we operate stations. We believe this commitment to serving our local communities is both 
good for the public and good for our business. By participating in the Wilmington 
experiment, consistent with this commitment, we felt that we could assist the digital 
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transition not only for our stations and their markets but also for the broadcast community 
and the public generally. 

In addition to my position at Raycom, I serve on the Board of Directors of 
the National Association of Broadcasters, as treasurer of the NBC Television Affiliates, and 
as an Executive Committee member of the Association for Maximum Service Television. In 
each of these roles, I have worked with broadcasters from across the country to ensure that, 
as a nation, we are prepared to make the historic transition to digital television in February 
2009. I am proud of the unprecedented and localized efforts our industry is undertaking to 
minimize consumer disruption during this process. Examples of these efforts are included 
in the attachments to this testimony, which describe outreach by Raycom and by the 
National Association of Broadcasters. 

One of Raycom’s most important efforts in this area is the early transition of 
our station in Wilmington, WECT, to digital-only broadcasting. At the FCC’s request, we 
have agreed to participate in this market-wide experiment, which we hope will give guidance 
in other parts of the country for meeting the challenges of transitioning to digital television. 
With the support of the FCC, community organizations in the Wilmington area, and other 
partnering industries, WECT and Wilmington’s other local commercial television stations 
will turn off their analog signals on September 8, 2008, and will then broadcast only in 
digital. 

The successful completion of the Wilmington transition requires close 
coordination with many of our partners, including the cable and satellite operators serving 
the Wilmington area. Since many households in the Wilmington market receive television 
programming by cable or satellite, we have been working with the carriers that serve these 
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viewers to ensure that residents continue to have access to local broadcast television service 
after analog signals are shut off. 

We have also made our engineering personnel available to educate local 
consumer electronic retailers and have encouraged them to stock a sufficient number of 
converter boxes and digital television receivers in their Wilmington-area stores. 

In collaboration with the FCC, we have also been working with the 
Wilmington Chamber of Commerce and other stakeholders in Wilmington and the 
surrounding communities to ensure that all of our viewers know about the early transition. 
Wilmington-area broadcasters are coordinating with Representative Mike McIntyre, Mayor 
Bill Saffo, and Wilmington’s city government - including local emergency management 
officials - as well as with local citizens groups to increase preparation and awareness. We 
participated several weeks ago in an FCC town hall meeting toward that goal. At the town 
hall meeting and in our other public events, we have discussed the importance of 
Wilmington’s early transition and explained how viewers, who will no longer receive analog 
service, can continue to receive television signals after the transition. This August, we will be 
holding a DTV Expo in Wilmington to give residents information about the transition and 
the opportunity to meet with experts to ask questions, solve problems, and purchase 
necessary equipment. We are similarly working with other local governments and 
organizations in other communities within the five-county Wilmington market. 

In addition to in-person events, WECT, under the leadership of General 
Manager Gary McNair, has begun a campaign of news segments and editorials and printed 
publications designed to educate viewers about the September 8 transition and what steps 
they need to take to maintain their over-the-air service. We air Wilmington-specific public 
service announcements in place of the national transition messages aired by stations in other 


- 3 - 



140 


markets. Our publicity also informs viewers how they can obtain converter boxes — 
supported through NTIA’s coupon program — so that their analog television sets can receive 
our programming after September 8. WECT has published a guide on this topic that is 
available from the station and on its website. And it is broadcasting a daily “Countdown to 
DTV,” which today announced that we are 90 days away from Wilmington’s switch to 
digital. 

In collaboration with the National Association of Broadcasters, we are also 
reaching out to specific groups within the region, including senior citizens and viewers who 
are not year-round residents of the five-county Wilmington area. For example, NAB is 
sending its DTV Road Show to the Wilmington area for the two weeks preceding September 
8. In addition, local broadcasters will be distributing printed educational materials targeted 
to seniors through local service organizations. We will coordinate with agencies that manage 
vacation homes on Wilmington’s Atlantic coast to educate out-of-town property owners. In 
collaboration with NAB, the National Black Church Initiative, and Future Farmers of 
America, we are planning events and direct outreach to educate African-American and rural 
residents about the September 8 transition. And we are working with Wilmington’s Spanish- 
language radio station to ensure that early-transition announcements are broadcast to its 
audience. Wilmington is a diverse area, and we believe that these partnerships are essential 
to providing transition education to all of our viewers. 

As a result of these efforts, we have been fielding an increasing number of 
calls and emails from our viewers about the transition, and we understand that NUA has 
also seen a significant increase in requests for converter box coupons from the Wilmington 
area since we began this publicity. According to NTTA, coupon requests in the Wilmington 
DMA went up 78% after the FCC announced the Wilmington experiment, compared to 
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22% for the country overall. We support retailers’ efforts to stock suitable converters early 
and heavily in the Wilmington market. 

We are currendy providing service on our digital channel to Wilmington-area 
viewers in accordance with our FCC license. But we are also planning to make 
improvements in our digital facilities to provide even better service. We expect the first step 
in these upgrades to be completed before September 8, and we will begin the second set of 
digital improvements shortly after this transition date. The FCC has been helpful to us in 
authorizing us to undertake these improvements, and our ultimate goal is to provide digital 
service to more than 900,000 Wilmington-area residents soon after September 8. 

The early transition in the Wilmington area will help the various industries 
and government agencies involved understand which aspects of our coordinated transition 
strategies are working and which aspects need to be refined or bolstered as we move toward 
the nationwide transition next February. Although the Wilmington area will encounter 
bumps in the road on the way to the September 8 cut-over to digital-only operations, we 
view WECT’s participation in the Wilmington experiment as a way to assist the public and 
our industry in meeting the challenges of the transition so that we can be as prepared as 
possible for the nationwide switch just 256 days from now. 

Some of the problems we will face in the Wilmington area are peculiar to 
Wilmington because it is making the move five months earlier than the rest of the country, 
and some of the challenges will be characteristic of what the rest of the country will 
confront. One special challenge in the Wilmington area is that we have less time to take all 
of the steps necessary to prepare for the transition. A second is that, although an NAB 
survey shows that 89% of Wilmington-area residents are aware of the transition, we will have 
to emphasize that all the national publicity centering on the February 17, 2009 transition date 
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does not apply to the Wilmington area. For example, stations in neighboring markets will be 
delivering messages to the public stressing the February 17 date, and these messages will be 
received in substantial portions of the Wilmington market. Our task is to highlight the 
September 8 cut-over date, which we have already started to do by emphasizing the 
Wilmington area’s role as a digital pioneer and by replacing the NBC network’s nationwide 
transition announcements with specialized messages targeted to Wilmington viewers. 

The challenges we face that are common to all stations are reaching out to 
pockets of the population that may not be reached by standard methods of education and 
promotion, encouraging consumers who need outdoor antennas to obtain them, making a 
sufficient number of converter boxes available, and providing consumers with sufficient 
support in installing those antennas and boxes. 

For both sets of challenges, we have numerous plans in place, several of 
which are already in high gear. On September 9, however, some problems will remain. 

There will be viewers who will not purchase converter boxes in time or who will not install 
them. There will be antenna issues, as well. Notwithstanding these and other challenges, I 
am optimistic that the experiment will be a success. 

I would also like to acknowledge the FCC’s leadership and, in particular, the 
efforts of Chairman Martin and Commissioner Copps. This leadership is particularly helpful 
because, even under the best of circumstances, the transition to digital television will be a 
complex endeavor for the FCC and NTIA, for broadcasters, for the other industries 
involved, and for the public. We should acknowledge also Congress’ role and that of this 
Subcommittee in supporting the transition across the country and looking out for the 
interests of consumers - a goal that we fully share with the Subcommittee. 
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Chairman Markey and Ranking Member Stearns, I appreciate the opportunity 
to discuss Raycom’s transition efforts in Wilmington, and I would be pleased to respond to 
questions that you and other Members of the Subcommittee may have. 
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Attachments 
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RAYCOM STATIONS' 
DIGITAL TELEVISION TRANSITION 
OUTREACH INITIATIVES 


April 1,2007 to June 5, 2008 


ON AIR ANNOUNCEMENTS 


FCC Consumer Education Announcements 

■EE3 


FCC Consumer Education Crawls 
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Other Public Service Announcements 
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News Reports 



Editorials 

58 


News Bumpers 
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PERSONAL OUTREACH INITIATIVES 


Public Appearances 

274 


Phone Banks 
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Hi NAB 


Broadcasters are proud partners with the Federal Communications Commission 
to ensure that no consumer loses access to free local television programming 
after February 17, 2009 due to a lack of information about the transition to digital 
television (DTV). Broadcasters are committed to educating the American public 
about the upcoming transition. Since late 2006, broadcasters have coordinated 
extensively with the government, private industry, membership organizations and 
others to educate all consumers so that they understand the DTV transition. The 
future of free-over-the air television depends upon a smooth transition to digital 
with minimum disruption to consumers. 

The broadcast industry has embarked on an unparalleled and unprecedented 
consumer education campaign. This multifaceted campaign uses a wide variety 
of tools and programs to successfully reach all consumers impacted by the 
switch to digital television. 

As detailed below, the DTV education campaign is designed much like a political 
election campaign, where the DTV transition is a candidate that starts with low 
name identification and must be introduced and promoted among the “electorate" 
or television viewers. No avenue to reach consumers will be left unexplored as 
we reach out to all ages, demographics, and geographical areas, as well as 
urban and rural communities. 


DTV Action Spots 

NAB has produced six 30-second DTV Action Spots, which we have distributed 
to all NAB member stations and non-member stations via satellite. The first two 
spots, “Get the Facts" and “Revolution,” promote general awareness of the DTV 
transition and urge viewers to get more information from the 
www.DTVAnswers.com Web site. Another spot promotes NAB’s DTV Road 
Show. The three most recent spots, “The Future is Here,” “Just a Box” and 
“Digital is in the Air” promote converter boxes as an option for consumers to 
make the upgrade to digital. Two of the spots specifically promote the 
government's $40 converter box coupon and direct viewers to 
www.DTV2009.aov and 1-888-DTV-2009 for more information. 

Low-Power TV Action Spots 

NAB produced and distributed three television spots that explain the low-power 
translator issue to television stations in markets with large numbers of 
translators. The spots are available in 1 5-, 30- and 60-second versions and are 
available in both English and Spanish. We distributed them to stations in mid- 
April. 


TV Station Tools 
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NAB 


NAB has created a full graphics package for stations to help communicate the 
DTV transition in newscasts and spots. The package contains video of converter 
box installations, graphics of DTV equipment and interviews with federal officials, 
including U.S. Secretary of Commerce Carlos Gutierrez and FCC Chairman 
Kevin Martin. NAB has also produced and distributed a DTV style guide to help 
stations convey accurate and consistent messages about the DTV transition. 

30-Minute Educational Program 

On March 10, 2008, NAB produced and distributed a 30-minute educational 
program, “Countdown to DTV," to television stations across the country. The 
program was designed to help consumers navigate the transition to digital 
television. All NAB member and non-member stations were able to obtain the 
program in standard definition (SD) or high definition (HD) formats, and in both 
English and Spanish. 

DTV Speakers Bureau 

Working with local TV stations and state broadcaster associations across the 
country, NAB created the DTV Speakers Bureau to organize at least 8,000 
speaking engagements about DTV at local community events across the country 
before February 17, 2009. The DTV Speakers Bureau network is made up of 
local TV station broadcasters, general managers, engineers and state broadcast 
associations, among others. The DTV Speakers Bureau currently stands at 1 ,091 
registered speakers from 665 TV stations. At least 3,207 speaking engagements 
have been booked, with 1 ,726 completed with an average audience size of 128 
attendees. For more information, or to register a speaker at your next local event, 
groups can visit www.DTVSpeak.com . Additionally, NAB staff members have 
keynoted multiple conferences with speeches on the DTV transition, from 
London, England to Little Rock, Ark., and Las Vegas, Nev. 

DTV Road Show 

A major grassroots marketing initiative, the DTV Road Show aims to increase 
consumer awareness of the February 17, 2009, transition in targeted areas with 
high percentages of broadcast-only households. The road show includes two 
DTV Trekkers - large moving trucks designed to resemble giant television sets - 
that are crisscrossing the country until transition day in 2009. The Trekkers visit 
local fairs, festivals and other community events in high over-the-air sections of 
the country and provide DTV information to those most disproportionately 
affected by the transition. The DTV Trekkers will travel 95,000 miles and visit 600 
locations nationwide. To learn more about the DTV Road Show, visit 
www.DTVRoadShow.com . 

Between January 1 and May 31, the DTV Road Show visited the following cities: 
Albany, N.Y. 

Antioch, Calif. 
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Atlanta, Ga. 
Birmingham, Ala. 
Boston, Mass. 

Carl Junction, Mo. 
Carthage, Mo. 

Casa Grande, Ariz. 
Cedar City, Utah 
Charlottesville, Va. 
Chesapeake, Va. 
Chicago, III. 
Claremore, Okla. 
Clarence, N.Y. 
Collinsville, Okla. 
Columbus, Ohio 
Dothan, Ala. 

Fresno, Calif. 
Harrisburg, Pa. 
Hidalgo, Texas 
Huntsville, Ala. 
Indianapolis, Ind. 
Joplin, Mo. 
Kissimmee, Fla. 
Lansing, Mich. 

Las Vegas, Nev. 
Layton, Utah 
Los Angeles, Calif. 
Loves Park, III. 
Lynwood, Calif. 
Maplewood, N.J. 
Mercedes, Texas 
Mesa, Ariz. 
Montgomery, Ala. 
Noel, Mo. 

Neosho, Mo. 

New York, N.Y. 
Newark, N.Y. 

Novi, Mich. 
Oklahoma City, Okla. 
Palm Springs, Calif. 
Phoenix, Ariz. 

Poteet, Texas 
Richmond, Va. 
Roanoke, Va. 
Sacramento, Calif. 
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Salt Lake City, Utah 
San Antonio, Texas 
San Francisco, Calif. 

San Jose, Calif. 

Shreveport, La. 

Springfield, III. 

St. George, Utah 
St. Louis, Mo. 

Tampa, Fla. 

Tulsa, Okla. 

Visalia, Calif. 

Washington, D.C. 

Watertown, N.Y. 

Webb, Mo. 

Winter Haven, Fla. 

Earned Media: 

NAB’s DTV transition team has two full-time media relations staff members 
dedicated to generating widespread media coverage of the DTV transition and 
ensuring that reporters are covering the issue accurately. NAB has briefed 
reporters from major news organizations on the DTV transition in markets across 
the country, including New York, Chicago, San Jose and Washington, D.C., and 
has generated print, online and broadcast media coverage about the transition in 
all 50 states. In April, NAB began sending out a weekly email with DTV-related 
updates to help hundreds of reporters nationwide stay abreast on transition 
activities. NAB’s earned media team, which also employs a public relations firm, 
is in regular contact with more than 3,000 reporters to promote local news hooks 
about the transition and has helped to garner more than 10,000 news articles 
about the transition. 

DTVAnswers.com Web site 

In 2007, NAB launched www.DTVAnswers.com. one of the most comprehensive, 
consumer-friendly Web sites about the DTV transition. The site provides 
consumers, businesses and other interested organizations an in-depth look at 
every aspect of the DTV transition. Consumers can learn how to upgrade to 
digital television, get information about converter boxes and antennas and 
access additional related resources. To help organizations spread DTV 
messages to their members, the site also makes available various promotional 
materials, including downloadable flyers and sample PowerPoint presentations. 
NAB also offers DTV transition information in more than 60 languages, including 
a Braille version upon request, at www.dtvanswers.com/dtv lanauaaes.html . In 
addition, one can view and download NAB's DTV Action Spots. The Web site has 
drawn nearly 2.3 million visits to date. 
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LPTVAnswers.com Web site 

To help consumers who wish to continue watching programming from local low- 
power TV stations after the February 17, 2009, transition to digital, NAB launched 
www.LPTVAnswers.com . which provides comprehensive information about the 
low-power issue. With links to state-by-state maps of low-power TV stations and 
a list of government-certified analog pass-through converter boxes, the site 
serves as a guide for all low-power TV consumers. 

DTV Toolkits for Elected Officials 

NAB has sent DTV Toolkits to elected officials across the country, including all 
members of congress, state legislators, governors and lieutenant governors, 
executive directors of state municipal and state county associations, state 
African-American caucus leaders and state Hispanic elected officials. In May, 
NAB mailed a DTV Toolkit and letter from President and CEO David Rehr to 449 
tribal leaders in the United States. By mid-June, we will provide toolkits to 1 ,1 1 3 
Meals on Wheels state chapter heads. The DTV Toolkit contains: a PowerPoint 
presentation on the DTV transition that can be used during a town hall meeting or 
any gathering of constituents: a newsletter insert for newsletters in English and 
Spanish: a DTV handbill in English and Spanish; a consumer resource guide in 
English and Spanish; a sample press release in English and Spanish; a sample 
op-ed on the DTV transition in English and Spanish; key points on DTV; banner 
Web site ads that may be linked to www.DTVAnswers.com; sample speeches on 
DTV; and a DTV background sheet. NAB has also created an online toolkit for 
elected officials that will be distributed to state legislators, mayors and county 
commissioners. 

DTV Staff Briefings in Congress 

In April and July 2007, NAB hosted DTV transition briefings with more than 100 
U.S. House staff and more than 40 U.S. Senate staff. In October 2007, working 
with the DTV Transition Coalition, NAB hosted a DTV staff briefing for members 
of the U.S. House of Representatives and their staffs, which drew 200 staffers 
and several House members. A DTV staff briefing in February 2008 hosted by 
NAB and the DTV Transition Coalition drew 40 attendees, mostly U.S. Senate 
staffers. Converter box demonstrations were given at all events and various 
consumer awareness materials were made available to attending staff. 

Live DTV Webcast for Congressional Staff 

In April 2008, NAB hosted a special live webcast for congressional staffers to 
address DTV issues unique to our government partners. NAB’s DTV transition 
team discussed how the federally mandated transition will impact communities 
across America, what consumer education and outreach initiatives are already 
underway by broadcasters and how to access information about the DTV coupon 
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program and converter boxes. More than 400 staffers tuned in for the live 
webcast. 

National Black Church Initiative 

In late 2007, NAB began collaborating with the National Black Church Initiative 
(NBCI) to educate Washington, D.C., residents about the digital television 
transition. The NAB/NBCI initiative will be implemented nationwide to help those 
most affected by the DTV transition to learn what they need to do to prepare for 
the switch to digital television. The initiative will reach nearly 8 million 
congregants in churches across the country, who will receive educational 
literature about the DTV transition and converter box coupon program as well as 
assistance with applying for the converter box coupons. 

Esperanza USA: 

NAB has partnered with Esperanza USA, the largest organization of its kind in 
America with a 10,000-strong network of Latino faith-based agencies, to inform 
Hispanic households about the DTV transition. Spanish-speaking households are 
among the most disproportionately affected populations by the transition. 
Esperanza will incorporate DTV messages in publications to its members, 
grassroots activities and its annual National Prayer Breakfast. 

Spanish Town Hall Initiative 

In partnership with the Spanish-language television network Univision, NAB is 
conducting a series of town hall forums to raise awareness among Hispanics in 
America about the upcoming DTV transition. The hour-long televised town halls 
are expected to draw large audiences of primarily Spanish speakers in some of 
the nation’s largest Spanish-language markets, including Dallas, Sacramento, 
Phoenix, Raleigh and San Antonio. The series builds on the success of a 
December 2007 town hall in Chicago, which drew an audience of more than 700. 
NAB is partnering with Telemundo on a similar initiative. 

DTV Transition Coalition 

In February 2007, NAB helped found the Digital Television Transition Coalition. 
The coalition has since expanded to 231 members, comprised of business, trade 
and industry groups, as well as grassroots and membership organizations that 
share an interest in a smooth transition. The FCC has actively participated in the 
coalition. As part of the coalition, groups agree to distribute DTV-related 
materials to their members. To date, at least 100 of the 231 members have sent 
DTV materials to their members. In May 2008, the DTV Transition Coalition sent 
DTV packets to every state public utility commission. Monthly coalition meetings 
also serve as a national forum on the DTV transition. An updated list of coalition 
members is attached. To learn more visit www.dtvtransition.orQ . 
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Radio Spots 

NAB has produced and distributed DTV radio spots in 1 5-, 30- and 60-second 
versions in both English and Spanish. Sample scripts have also been provided to 
stations that are interested in producing their own spots. The spots have been 
distributed to NAB member radio stations across the country and are 
downloadable at www.dtvanswers.com/radiosDQts . 

Survey Research 

NAB has dedicated significant financial resources toward consumer research. In 
January 2008, NAB commissioned a nationwide poll that found more than 83 
percent of broadcast-only households are aware that the DTV transition is 
underway. NAB has also undertaken a massive 50-state research project to 
measure consumer awareness in every state, the results of which should be 
available in mid-2008. 

International Research 

NAB staff have visited and opened dialogues with officials running respective 
DTV transition campaigns in the United Kingdom, Sweden, Austria, Greece, Italy, 
Norway, Finland and Belgium to learn how European nations - some of which 
have already transitioned to digital - are running their digital transition 
campaigns. In January, an NAB staff member keynoted an international 
conference on DTV transition strategies. NAB has also invited officials from those 
countries and others, including Austria and Singapore, to discuss DTV 
deployment issues with American television broadcasters. The CEO of the 
United Kingdom’s DTV transition campaign met with NAB staff and our coalition 
partners last year. 
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May 29, 2008 


Chairman Buford Rolin 
Poarch Band of Creek Indians 
5811 Jack Springs Road 
AtmoreAL 36502 


Dear Chairman Rolin: 

A law passed by Congress in 2006 will dramatically impact the way 187,500 Alabama residents 
view television starting in February 2009. 

Television will change dramatically on February 1 7, 2009, when all full-power television stations 
across the country complete the federally mandated transition from analog to digital broadcasting. 
Consumers have much to gain from digital television (DTV), including more free channels, 
crystal-clear pictures and high quality sound. However, 187,500 Alabama households that receive 
television through antennas risk losing reception unless they take easy steps to upgrade. 

Those most disproportionately affected by the DTV transition will be older Americans, minority 
populations, the economically disadvantaged, people with disabilities and those living in rural areas. 

The National Association of Broadcasters (NAB) is taking the DTV transition very seriously, 
and television stations across the country are meeting the challenges of the transition head on. 
We have launched an aggressive consumer education campaign, and our member stations 
have spent more than $5 billion updating their equipment and infrastructure to prepare for the 
transition. In fact, more than 92 percent of full-power television stations are already broadcasting 
in digital. But consumer awareness about the transition lags. 

As a tribal leader, you have a unique platform to help inform and educate your constituents 
about the DTV transition. To that end, NAB has developed a toolkit to help explain the transition 
to your constituents. All of the information is available electronically and contained on the disc 
inside this packet. The disc includes: 


(1) A PowerPoint presentation on the DTV transition that can be used during a 
town hall meeting or any gathering of your constituents; 

(2) A newsletter insert for newsletters in English and Spanish; 

(3) A DTV handbill in English and Spanish; 

(4) A consumer resource guide in English and Spanish; 

(5) A sample press release in English and Spanish; 

(6) A sample op-ed on the DTV transition in English and Spanish; 

(7) Key points on DTV; 

(8) Banner Web site ads that may be linked to DTVanswers.com 

(9) Sample speeches on DTV; and 

(10) DTV background sheet. 

You will also find a DTV consumer awareness brochure in this packet. NAB is making bulk 
amounts of this brochure available to elected officials at no cost To order these brochures 
to distribute to your constituents, please contact Vmnie Mascarenhas, NAB’s director of external 
relations for DTV, at (202) 429-5358 or vmascarenhas@nab.org. 
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NAB also launched DTVanswers.com, a comprehensive and consumer-friendly Web site 
providing visitors with a variety of helpful resources about making the transition to digital. Please 
direct your constituents to DTVanswers.com to (earn more about the digital television transition. 
The attached toolkit contains banner ads that you can place on your Web site to link to the site. 

To further assist local officials, NAB has developed a network of speakers in every state through 
the DTV Speakers Bureau. A local TV anchor, general manager or TV station engineer will 
attend an event in your area and discuss the digital transition with your constituents. If you 
would like to schedule a speaker for a community event, visit 
www.dtvspeak.com or call 1-877-693-8809. 

We have an exciting challenge ahead of us. I welcome any input you may have about how we 
can ensure a successful transition to digital on February 17, 2009. 


Sincerely, 

ft. 

David K. Rehr 


cc: Ms. Sharon Tinsley, President, Alabama Broadcasters Association 



156 



is comin 


Get ready for dramatically better television. 


By law, television stations 
nationwide must switch their 
broadcasting from analog to digital 
by February 17, 2009* 

Television sets connected to cable, 
satellite or a telephone company 
television service will not be 
affected, and will continue to re- 
ceive programming after that date. 
But analog television sets 
that receive their signal from an 
antenna and are not connected to 
a paid television service will need 
a OTV converter box to continue 
receiving a television signal after 
the date of the switch. 

low-power and class A TV stations are exempt 


wmt is Digital television luivj/ 

Digital Television (DTV) is an innovative 

new type of over-the-air broadcasting 
technology that transmits pictures over the 
airwaves in data bits, like a computer. DTV 
enables TV stations to provide dramatically 
clearer pictures, better sound quality and 
more programming choices. 


Consumers who receive free broadcast 

television signals through antennas on 
television sets that are equipped with 
analog tuners - and who do not subscribe 
to cable, satellite or a telephone company 
television service provider - will be affected 
by the transition. 


DTV also makes high-definition (HD) 
broadcasting possible for viewers with HD 
sets and provides interactive capabilities 
and data services such as significantly 
enhanced closed captioning. 


At least 19.6 million households receive 

free broadcast television signals exclusively 
in their homes, and approximately 70 million 
television sets are at risk of losing their 
signals from full-power television stations 
after February 17, 2009, if owners of these 
sets do not take steps to upgrade. 


Why the switch? 

Under legislation passed by Congress 

- the Deficit Reduction Act of 2005 - 
full-power local television stations are 
required to turn off their analog channels on 
February 1 7, 2009, and continue broadcasting 
exclusively in the digital format. 


How la I upgrade to OTV? 

You can upgrade to DTV by following 
one of three steps by February 1 7, 2009: 


1. DTV converter box: Purchase a DTV 
converter box that plugs into your 
existing analog TV set. A converter box 
will enable you to continue to receive 
free television reception, and the boxes, 
which are expected to cost between $40 
and $70, wili be available for purchase 
in early 2008. The federal government is 
providing $40 coupons that you may use 
toward the purchase of these boxes. 

(See reverse for details) 


What are the benefits of DTV? 

DTV is a more efficient way to broadcast, 

and it will free up the airwaves for a variety of 
new services. DTV also provides crystal clear 
pictures and sound, more channels and even 
free, over-the-air high-definition television 
(HDTV) for consumers with HD television 
sets. DTV will also allow more services than 
ever before with free, broadcast television. 


(continued on back) 





157 



2, Digital TV set: Purchase a new 
television set with a built-in digital or 
Advanced Television Systems Committee 
(ATSC) tuner, which start at under $100, Al 
TVs with a digital tuner are able to receive 
digital signals broadcast by television 
stations, so you can continue to leceive your 
free programming with no monthly fees, 


two coupons, valued at $40 each, which 
must be redeemed within 90 days. For 
more information or to request a coupon, 
call 1 (888) DTV-2009 or 1 (877) 530-2634 
{TTY}, visit www.DTV2009.gov or mail 
coupon applications to PO Box 2000, 
Portland, OR 97208. 


or look on the set for an indication that it 
has a built-in Advanced Television Systems 
Committee (ATSC) tuner. You can also go 
to the manufacturer's Web site and check 
the capabilities of the set by manufacturer 
mode! number. 


Is HPTVthe same thing as DW? 

No. DTV is digital television. HDTV 
is high definition television, HDTV is the 
highest quality format of DTV, but it is only 
one of several formats. Consumers who have 
high definition TV sets may receive high 
definition television programming for free 
using an antenna. 


Can I keep mjr analog TV set? 

Yes. Buying a new digital television 

set isn't the only option you have for 
navigating the DTV transition, if you wish 
to continue using your analog set, you mui 
consider one of the following options to 
make the switch to digital television: 


3. Paid service: Subscribe to cable, 
satellite or a telephone company service 
provider to continue using your analog 
TV set, if ali desired local broadcast 
stations are carried by that service. 


Wo si is a DTV converter box? 

A DTV converter box is an electronic 

device that hooks up to your analog television 
set and antenna and conterts the digital 
television signal into analog making it view- 
able on your analog TV. Converter boxes are 
expected to cost between $40 and $70. 


Will I need a special ai 
to receive DTV over-the-air? 

A good indoor or outdoor antenna will 

maximize your DTV reception, in general, 
dependable reception of DTV will require 
the same type of antenna that currently 
works to provide good quality reception of 
„ , , , ..... analog TV signals at your home, 

m® m I mm n I mm m 

For help choosing an outdoor antenna In 
To check whether your TV set can order to receive your free, local broadcast 

receive over-the-air digital broadcast TV channels, visit www.antennaweb.org. 

signals, take a look at your owner's manual 


1. Purchase a DTV converter box, which 
will convert the new digital signal into the 
analog format for analog television se6. 


2 . Subscribe to a cable, satellite or 
telephone company service provider 
to receive the new digital signal. 


How can i get a coupon for 
a DTV converter box? 

The federal government is providing 

coupons for DTV converter boxes to help 
with the costs of upgrading to digital. 
Households will be able to apply for up to 


An initiative of the National Association of Broadcasters, which represents more than 8.300 free, focal radio and television stations 
and broadcast networks across the country. 


nswers 



158 



broadcasting industry is in the midst of in exciting revolution as it trait 
television technology. Since the late i9®,tsfeSfjsion broadcasters liavi 
msition from analog to digital television {DTVi scheduled for February 1 

But as the transition draws near, are you ready 7 


www.DTVanswers.com 
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By law, full-power television stations nationwide must end their analog broadcasts and begin broadcasting 
exclusively in a digital format after February 1 7, 2009, Television sets connected to cable, satellite or a telephone 
company service provider will not be affected, and will continue to receive broadcast programming after that 
date. But TV .sets that are not connected to a paid television service, or do not have a built -in digital tuner, will 
not receive a television signal after the date of the switch * 

Why is America Switching to DTV? 

DTV is a more efficient way to broadcast and it will free up the airwaves for a variety of new services. DTV also 
provides crystal-dear pictures and sound, more channels and even free, over the air high-definition television 
{HDTV) for consumers with HD television sets. DTV will also allow more services than ever before with free, 
broadcast television. 

How do I upgrade to DTV? 

You can upgrade to DTV by following one of three steps by February 17, 2009: 

•DTV oDrA'ertBrPashase a DTV converter box that plugs into your existing analog TV set. A converter 
box will enable you to continue to receive free television reception, and the boxes, which are expected to cost 
between $40 and $70, will be available for purchase in early 2008. The federal government is providing $40 
coupons that you may use toward the purchase of these boxes. For more information or to request a coupon, 
call 1 (888) DTV-2009 or 1 {877) 530-2634 {TTY), or visit www.DTV2009.gov. 

•D i g i til gurcbase a new television set with a built-in digital or Advanced Television Systems 
Committee (AT5C) tuner, which start at under $100. AiiTVs with digital tuners ate able to receive digital signals 
broadcast by television stations, so you can continue to receive your free programming with no monthly fees. 

* Pa. i d subscribe to cable, satellite or a telephone company service provider to continue using your 
analog TV set, if all desired local broadcast stations are carried by that service. 

With more than 34 million households receiving over-the-air television signals in their homes, our goal Is to 
educate all Americans about the switch to DTV. 

For more information on the DTV transition, please visit: www.dtvanswers.com. 

DfVAnswers 


An Initiative of the National Association of Broadcasters 
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Transition: Background Summary 


In the Digital Television Transition and Public Safety Act of 2005, Congress set a hard deadline of February 17, 
2009, for full-power television stations to replace traditional analog broadcasts with digital broadcasts. By 
11:59 p.m. on February 1 7, 2009, all full-power television stations must switch off their analog broadcasting 
signals and begin broadcasting exclusively in the digital format. This switch from analog to digital broadcasting 
is known as the DTV transition. 

The Difference between Analog and Digital Broadcasting 

Digital television (DTV) enables television stations to provide dramatically dearer pictures and better sound 
quality. By transmitting the information used to make a TV picture and sound as "data bits" like a computer, 
television stations can also carry more information using digital broadcasting than is currently possible with 
analog broadcast technology. For example, DTV makes it possible for stations to broadcast multiple channels 
of free programming simultaneously through "multicasting," instead of broadcasting only one channel at a 
time. Digital technology also enables television stations to provide free, over-the-air high-definition television 
(HDTV) for consumers with HD television sets. The picture quality of HDTV is also better over-the-air in its 
purest form. 

Author Thomas L. Friedman provides a useful description of digital technology in his book The Lexus and the 
Olive Tree: 

"Digitization is the wizardry by which we turn voices, sounds, movies, television signals, music, colors, 
pictures, words documents, numbers, computing language and any other form of data you can think of 
into computer bits and then transfer them by telephone lines, satellites and fiber-optic cables around the 
world . . . Digitization involves reducing any sound, picture, number or letters into a different code of Vs 
and O’s, and then transmitting them through telecommunications to another point where those Vs and 
0’s are decoded for the receiver and reconstituted into something very close to the original ...It is much 
easier for the device receiving such a signal to read exactly what it is... This is why digital copies are 
always so much sharper and why anything that is sent as a string of 1 ’s and 0's from yam mouth or fax or 
computer in New York will automatically come out as the same Vs and 0's on the other end." 

The transition to digital television will also free up some of the airwaves since digital signals use less of the 
spectrum than analog signals. When the transition is completed, television broadcasters will vacate part of the 
spectrum — the so-called 700 MHz band consisting of channels 52-69 — which the government will reclaim 
for other uses. 
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8es® *h: Working with some of the best survey research teams in the country to design an effective 
message to reach diverse audiences, 

Earnest M zfe Using earned media to have a strong, positive presence in newspapers and on television 
news programs. 

Marketing and Paid Media: Using marketing tools and advertisements to ensure consumers are 
aware of the transition, and making high-quality “DTV Action" television spots available for 
broadcasters to run in their local markets. 

Speakers Bureau: Enlisting local broadcasters to speak to groups in their communities about the 
transition and how to prepare. 

£1 TV Read Shew: Coordinating a traveling media event that will visit 600 locations before 
February 2009. 


♦ Cl VTrsnsitian Coalition: Helping to coordinate a group of public and private organizations that 
are working together to ensure a successful transition to digital television. 



For more information about the NAS's DTV transition campaign, please contact 
Shsrmaze Ingram at (202) 429-5477, or via email at singram#fi3b.org. 



nswers 
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How to Prepare for the DTV Transition (Sample Op Ed) 

Are you ready for the most significant upgrade in television since color TV? The transition from 
analog to digital television (DTV) represents the most significant advancement of television 
technology since color TV was introduced. But while nearly every new technology we use today 
- including cell phones, music and radio - has gone digital, if you are like most Americans, 
you may be completely unaware of the upcoming DTV transition, which will be completed on 
February 17, 2009. 

The benefits of digital television are clear: crystal clear pictures and CD quality sound; more 
choices through additional digital side channels - such as all weather or all traffic channels; 
and the capability of high-definition broadcasting. 

More than 90 percent of full-power television stations in the U.S. are already broadcasting in 
digital, but few consumers are aware of it or the February 2009 transition. 

In January of 2008 the National Association of Broadcasters announced that consumer awareness 
about the digital television (DTV) transition has risen to 79%, this has doubled in awareness from 
a year ago. 

Who needs to get ready? The DTV transition doesn't directly affect everyone - those who have 
a digital tuner in their television, or subscribe to cable, satellite or telephone company television 
service provider need not worry. But those who are impacted are impacted dramatically. You need 
to take action if you are one of the 19.6 million households that rely exclusively on free, over-the-air 
broadcasts made available through a rooftop antenna or “rabbit ears.” Even if you do subscribe to a 
television service provider, you may have a television set in your second bedroom or kitchen that is 
impacted. Overall, the transition will directly impact more than 69 million television sets. 

Fortunately, navigating the transition is easy. You have only to follow one of three simple steps 
to make sure your family continues to receive free, over-the-air television: 

1) Purchase a DTV converter box that will convert the digital signal into analog for 
an existing analog television set. The DTV converter box, sometimes referred to as a 
set-top box, is an electronic device that makes the new digital signal viewable on an 
older analog television set. Converter boxes are now available for purchase at most 
major electronics retailers and cost between $40 and $70. To help cover the cost of the 
converter box, the federal government is offering two converter box coupons, valued at 
$40 each, to eligible households. Each coupon may be used toward the purchase of a 
single converter box, and the coupon program will be administered by the U.S. Depart- 
ment of Commerce. You will still need basic antennas in addition to the converter box to 
receive a digital signal on their analog television sets, but current antennas will work the 
same as before. For more information about the converter box coupon program or to 
apply, visit www.DTV2009.gov or call 1 (888) DTV-2009. 

2) Purchase a new television set with a built-in digital tuner. Another option you may 
choose is to upgrade to a new television set with a built-in digital tuner. As with 
older sets, you will need basic antennas that provide quality reception of over-the-air 
analog television signals to pick up free digital broadcast programming from local stations. 
Before deciding to purchase a new digital TV, make sure your current TV doesn’t have a 
built-in digital tuner. Most sets sold in the last few years that are larger than 27 inches will 
likely have a digital tuner. 
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3) Subscribe to cable, satellite or a telephone company television service provider. 

All of these services will allow you to receive digital television signals on analog television 
sets, as long as all the sets are connected to the service. No additional equipment is 
required for consumers who decide to go this route. 

While there is still time to decide how to navigate the digital television transition, it’s a good idea 
to start thinking about which option will work best now. Eligible consumers will be encouraged to 
apply early for the converter box coupons. If you choose to purchase a new television set with 
a digital tuner, take time to learn about available options and features and shop around for the 
best deal. Leaning toward a subscription to a cable, satellite or telephone company television 
sen/ice? Then spend some time looking into which of these services best suits your viewing 
needs and fits into your monthly budget. 

The digital television transition is coming, and it means a better quality television experience for 
those who take one of the three easy steps above to upgrade. But consumers who don't take those 
easy steps risk losing their free television programming. It pays to get prepared now for DTV. 

Additional information about the DTV transition is available at www.dtv.gov. 
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SAMPLE PRESS RELEASE 

Washington, D.C. - (MEMBER STATE) broadcasters are in the midst of exciting and dramatic 
changes as they prepare for the February 17, 2009 digital television (DTV) transition, the feder- 
ally mandated switch from analog to digital television broadcasting. This means conventional 
television broadcasting, as we currently know it, will come to an end. 

The new upgraded digital technology will offer a myriad of consumer advantages, including 
crystal clear pictures and CD-quality sound, as well as multiple programming choices, HDTV 
and interactive options. The transition will also make additional spectrum available for advanced 
wireless applications. 

“The transition from analog to digital television broadcasting represents a new era of advanced 
technology,” noted (MEMBER OF CONGRESS). “In a nutshell, the analog standard is now 
outdated. Digital is not only better television, it’s a more efficient way to broadcast and will offer 
consumers an array of new wireless broadband services." 

In (MEMBER STATE), there are approximately (refer to member cover letter) households that 
receive free over-the-air television and are at risk of losing television reception if they do not 
take the necessary steps to transition to digital. Nationally, more than 34 million households will 
be affected by the DTV transition, including approximately 70 million television sets, according 
to data released by the National Association of Broadcasters. 

Television sets connected to cable or satellite should not be affected, and will continue to receive 
broadcast programming after that date. But, television sets that are not connected to cable, satellite, 
a telephone company television service provider or do not have a built-in digital tuner, will need a 
converter box to continue receiving broadcast television signals after the transition occurs. 

Importantly, those most disproportionately affected by the DTV transition will be seniors, minority 
populations, the economically disadvantaged and those living in rural areas. 

Prior to the February 2009 transition date, consumers who do not subscribe to cable or satellite 
television, but who receive free, broadcast-only TV reception will have three options to navigate 
the DTV transition: 

(1) Purchase a new television set with a built-in digital tuner; 

(2) Purchase a set-top converter box that will convert the digital signal into analog for an 
existing television set; or 

(3) Subscribe to cable, satellite or a telephone company television service provider, in which 
case analog sets will continue to function. 

Consumers can now purchase a DTV converter box that plugs into an existing analog set and 
allows continued free television reception. Upon request, the federal government will provide 
households up to two $40 coupons that can be used toward the purchase of these boxes. The 
boxes will be available at retail stores that sell electronic equipment. For more information about 
the coupon program or to apply, visitwww.DTV2009.gov or call 1 (888) DTV-2009. 

Nationally, 1,611 television stations have already transitioned from analog to digital. 
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An initiative of the National Association of Broadcasters 



America's broadcasting industry is in the midst of an exciting revolution 
as it transitions from analog to digital television technology. Since the 
late 1 990s, television broadcasters have been preparing for the transition 
from analog to digital television (DTV) scheduled for February 1 7, 2009. 
as set by Congress. But as the transition draws near, are you ready? 

Fmd out at: www.dtvanswers.com 
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By law, full-power television stations nationwide 
must end their analog broadcasts and begin 
broadcasting exclusively in a digital format after 
February 1 7, 2009. Television sets connected to 
cable, satellite or a telephone company service 
provider will not be affected, and will continue 
to receive broadcast programming after that 
date. But TV sets that are not connected to a 
paid television service, or do not have a built-in 
digital tuner, will not receive a television signal 
after the date of the switch.* 

Why is America Switching to DTV? 

DTV is a more efficient way to broadcast and 
will free up the airwaves for a variety of new 
services. DTV also provides crystal-dear pictures 
and sound, more channels and even free, over- 
the-air high-definition television (HDTV) for 
consumers with HD television sets. DTV will also 
allow more services than ever before with free, 
broadcast television. 

How Do I Upgrade to DTV? 

You can upgrade to DTV by following one of 
three steps by February 17, 2009: 

• DTV converter box: Purchase a DTV converter 
box that plugs into your existing analog TV set. 
A converter box will enable you to continue 
receiving free television reception, and the boxes 
which are expected to cost between $40 and 


$70, are now available for purchase. The federal 
government is providing each household two 
$40 coupons towaid the purchase of these boxes. 
For more information or to request a coupon, 
call 1 (888) DTV-2009 or 1 (877) 530-2634 
(TTY), or visit www.DTV2009.gov. 

• Digital TV set: Purchase a new television set 
with a built-in digital or Advanced Television 
Systems Committee (ATSC) tuner, which start at 
under $100. All TVs with digital tuners are able 
to receive digital signals broadcast by television 
stations, so you can continue to receive your 
free programming with no monthly fees. 

• Paid service: Subscribe to cable, satellite 
or a telephone company service provider 

to continue using your analogTV set, if that service 
carries all desired local broadcast stations. 

With more than 34 million households receiving 
over-the-air television signals in their homes, 
our goal is to educate all Americans about the 
switch to DTV. 

For more information on the DTV transition, 
please visit: www.dtvanswers.com . 


*Low-power and Class A TV stations are exempt. 
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How many times throughout your life haye you watched TV? Think about the role it plays in your life. 

You probably watched it today. If not, you probably caught at least a glimpse. 

You probably talk about your favorite sitcoms with your friends and co-workers on a regular basis. 

You probably discuss the latest news you heard on TV over dinner with your family. 

And you've probably watched your favorite sports team on television at home or with your friends at your favorite bar. 

Well, what if I told you that TV as you know it will be obsolete in 2009? 

And what if ! told you that everyone in this audience who receives free over-the-air TV on an analog TV set could get drama tically dearer 
pictures on their TV? 

What if I told you that all of your television sets can have better sound quality? 

What if I told you that you that each and every one of you can get more TV channels than you get today? 

On February 17, 2009, that's exactly what's going to happen. 

Television as you've known it your entire life will change. 

On this date, we Will — as a nation-make the switch to Digital television, or DTV. 

I want to thank all of you for inviting me here today to speak about the revolution that's about to take place in the way we view television. 
I am proud to speak to you on behalf of vour station today. 

Take a minute to briefly folk about your station and its contributions to the community. 

So why the switch to digital television? 

Because in 2005, Congress mandated that all full-power television stations switch to digital television. They recognized that digital 
television offers improved pictures and sound, and is more efficient and more flexible than traditional analog broadcast technology. 

Plus, it gives viewers who own HD TV sets the option of receiving free over the air HDTV, which offers crystal -dear pictures. 

It will also allow stations to broadcast multiple programs simultaneously, instead of broadcasting only one channel at a time as they do 
now. 

That means a local station could broadcast an all-weather channel, an all-traffic channel, or an ail-sports channel, in addition to their 
normal broadcasts. 
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DTV Transition Coalition Members 


AARP 

Advanced Television Systems Committee 
Affinity Marketing 
Alabama Broadcasters Association 
Alaska Broadcasters Association 
Alliance for Public Technology 
Alliance for Rural Television (ART) 

American Association of People with Disabilities (AAPD) 
American Cable Association (ACA) 

American Legislative Exchange Council (ALEC) 

American Library Association (ALA) 

Archway Marketing Services 

Arizona - New Mexico Cable Communications Association 
Arizona Broadcasters Association 
Arkansas Broadcasters Association 
Arland Communications, Inc 
Asian American Justice Center 

Association for Maximum Service Television, Inc. (MSTV) 
Association of Cable Communicators 
Association of Public Television Stations (APTS) 

Audio Quest 

Bay Creek Communications 
Best Buy 

Black Leadership Forum Inc. 

Broadband Cable Association of Pennsylvania (BCAP) 
Broadcast Education Association 
Broadband Solutions and Testing, Inc 
Broadcom 

Cable and Telecommunications Association for Marketing 
(CTAM) 

Cable Telecommunications Association of New York, Inc. 

Cable Television Association of Georgia 

California Broadcasters Association 

Call For Action 

Care2 

CENTRIS 

Cision 

Circuit City 

Cisco Systems, Inc. 

CNET 

Coalition for Independent Ratings Services 
Colorado Broadcasters Association 
Communications Workers of America 
Community Broadcasters Association 
Congressional Black Caucus 
Congressional Hispanic Caucus 
Connecticut Broadcasters Association 
Consumer Action 

Consumer Electronic Retailers Coalition (CERC) 
Consumer Electronics Association (CEA) 

Consumers for Competitive Choice 
Convertmy.tv 

Corporation for National and Community Serviece 
Corporation for Public Broadcasting 
Counciimember Mary Cheh's Office 
Cox Communications 
Crosby Volmer International 
Custom Electronic Design & Installation Association 
(CEDIA) 

DIRECTV 

Disaboom 

Disney 


District of Columbia Office of Cable Television 
DITEC 

EchoStar Satellite LLC 
Edison Group 
Effros Communications 
Electronic Industries Alliance (EIA) 

Entertainment Industries Council, Inc. (EIC) 
Entertainment Pulbicists Professional Society 
Esperanza 

Fmily, Career and Community Leaders of America, Inc. 
(FCCLA) 

Federal Citizens Information Center 

Federal Communications Commission 

Florida Association of Broadcasters 

Georgia Association of Broadcasters 

Goodwill Industries International 

Greater New Orleans Broadcasters Association (GNOBA) 

Hawaii Association of Broadcasters 

Heat Surge, LLC 

High Tech DTV Coalition 

Home Theater Specialists of America (HTSA) 

Homes.org 

IBM 

Idaho State Broadcasters Association 
Illinois Broadcasters Association 
Indiana Broadcasters Association 
Information Technology Industry Council (ITIC) 

Institute of Real Estate Management 

Iowa Broadcasters Association 

Iowa Cable & Telecommunications Association, Inc. 

Isis Video and Editing Services 
KA6UTC 

Kansas Association of Broadcasters 
KCET 

Kentucky Broadcasters Association 
KGTV 

Kinsella/Novak Communications, LLC 

K Mart 

KTSF 

Latinos in Information Sciences and Technology 
Association 
Latino Literacy Now 

Leadership Conference on Civil Rights (LCCR) 

League of United Latin American Citizens 
LG Electronics 

Louisiana Association of Broadcasters 
Louisiana Cable & Telecommunications Association 
Maine Association of Broadcasters 
Maryland/D.C./Delaware Broadcasters Association 
Massachusetts Broadcasters Association 
Meals on Wheels Association of America (MOWAA) 
Media Freedom Project 
MediaTides LLC 

Mexican American Opportunity Foundation 
Michigan Association of Broadcasters 
Microtune 

Minnesota Broadcasters Association 
Minority Media Telecommunications Council 
Mississippi Association of Broadcasters 
Missouri Broadcasters Association 
Mitsubishi Digital Electronics 
Mobile Media Enterprises 
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Montana Broadcasters Association 
NAACP 

National Alliance of State Broadcast Associations 
(NASBA) 

National Asian Pacific Center on Aging 
National Association of Area Agencies on Aging 
National Association of Black Journalists (NABJ) 

National Association of Black Owned Journalists 
National Association of Broadcasters (NAB) 

National Association of Consumer Agency Administrators 
(NACAA) 

National Association of Counties (NACo) 

National Association of Hispanic Journalists 
National Association of Latino Elected Officials 
National Association of Latino Independent Producers 
National Association of Manufacturers (NAM) 

National Association of Neighborhoods 
National Association of Regulatory Utility Commissioners 
National Association of Residential Property Managers 
(NARPM) 

National Association of Telecommunications and Advisors 
(NATOA) 

National Black Church Initiative 
National Cable & Telecommunications Association 
(NCTA) 

National Coalition of Black Civic Participation 
National Consumer's League 
National Consumer Voice for Quality Long-Term Care 
(NCCNHR) 

National -Council of LaRaza 
National Education Association 
National Fair Housing Alliance 
National Grange 

National Grocers Association (NGA) 

National Hispanic Media Coalition 

National Newspaper Publishers Association News Service 

National Organization of Black County Officials 

National Organization for Youth Safety 

National Religious Broadcasters (NRB) 

National Urban League (NUL) 

Native American Journalists Association 
Navigant Consulting, Inc. 

National Council on Aging 
Nebraska Broadcasters Association 
Nevada Broadcasters Association 
New Hampshire Association of Broadcasters 
New Jersey Broadcasters Association 
New Mexico Broadcasters Association 
New Tang Dynasty Television 
New York State Broadcasters Association 
Nielsen Company 

North American Retail Dealers Association (NARDA) 
North Carolina Association of Broadcasters 
North Dakota Broadcasters Association 
Northern Virginia Resource Center for Deah and Hard of 
Hearing Persons 

Ohio Association of Broadcasters 

Ohio Cable Telecommunications Association (Stoddard) 

Oklahoma Association of Broadcasters 

Oregon Association of Broadcasters 

Panasonic Corporation of North America 

PCIA - The Wireless Infrastructure Association 


Pennsylvania Association of Broadcasters 
Philips Consumer Electronics 
Piedmont Triad Council of Governments 
Plasma Display Coalition 
Public Broadcasting Service (PBS) 

Public Cable Television Authority 

Qualcomm 

RADD 

RadioShack 

Rainbow PUSH Coalition 
Raycom Media, Inc. 

RCA/ Audio Video 

Retail Industry Leaders Association 

Retirement Living TV 

Rhode Island Broadcasters Association 

Rural Coalition 

Samsung Electronics 

Sanyo Fisher 

Sanyo Manufacturing Corporation 
Satellite Broadcasting and Communications Association 
(SBCA) 

Sears 

SendTech, Inc 
Signals Unlimited 

Society of Motion Picture & Television Engineers 
South Carolina Broadcasters Association 
South Dakota Broadcasters Association 
Southern Growth Poilicies Board 
Special Olympics 
Target 

Telecommunications Industry Association (TIA) 

Tennessee Association of Broadcasters 

Terrestrial Digital 

Texas Association of Broadcasters 

Texas Cable & Telecommunications Association 

Texas Instruments 

Texas Metro Data & Marketing 

THAT Corp. 

Thomson 

TitanTV Media 

U.S. Chamber of Commerce 

United Front Media 

Universal Remote Control 

Utah Broadcasters Association 

Verizon 

Vermont Association of Broadcasters 
Virginia Association of Broadcasters 
Voices of September 1 1 th 
Wal-Mart 

Washington State Association of Broadcasters 

Washington Urban League 

WBAL 

Wineguard Company 

Wisconsin Broadcasters Association 

Wisconsin Cable Communications Association 

WLMBTV40 

WUSA 

Wyoming Association of Broadcasters 
Zenith Electronics LLC 
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Mr. Markey. Thank you, Mr. McTear, very much. 

Our next witness is Mr. John Ripperton. He’s the Senior Vice 
President for Supply Chain Management from RadioShack and we 
welcome you, sir. Whenever you are ready. 

STATEMENT OF JOHN RIPPERTON, SENIOR VICE PRESIDENT, 
SUPPLY CHAIN MANAGEMENT, RADIOSHACK 

Mr. Ripperton. Good morning, Chairman Markey, Ranking 
Member Stearns, and members of the subcommittee. My name is 
John Ripperton, and I am the Senior Vice President for Supply 
Chain Management and RadioShack. We are grateful for the 
chance to update the subcommittee again on the involvement of 
RadioShack and other members of the Consumer Electronic Retail- 
ers Coalition on the transition to digital television, and NTIA’s con- 
verter box coupon program. 

As you know, RadioShack is a major consumer electronics re- 
tailer with over 4,400 corporate stores and another 1,500 dealer 
stores located throughout the U.S. We consider ourselves to be your 
neighborhood retailers, an attribute very helpful in the digital tran- 
sition. RadioShack has remained steadfast to its commitment to 
the transition and the coupon program since its creation. 

We have heard very positive feedback from our consumers about 
the quality of the television viewing with our converter boxes con- 
nected. RadioShack is not alone in its efforts in commitment. I am 
going to focus on several issues important to the continued success 
of the program and transition. 

First, as of June 4th, the NTIA Web site indicates approximately 
15 million coupons have been mailed. That is an average of 104,000 
requests for coupons being placed daily. The statistics demonstrate 
the extraordinary interest consumers are showing in the benefits of 
digital television and the converter box. However, these statistics 
also indicate there may be significant demand being placed on in- 
ventory during the next few months. 

Retailers also continue to be faced with product adjustments to 
accommodate the many low power broadcasters that will not par- 
ticipate in the transition next February. Manufacturers have been 
working with NTIA on the approval of boxes with analog pass- 
through capability. To date 23 such models are approved. 

Last week RadioShack announced that it is among the first of 
the national retailers to have analog pass-through boxes arriving 
in our stores. The boxes are also available through our Direct-to- 
You program. 

The pent-up demand for converter boxes, combined with the in- 
terest in providing analog pass-through boxes may present chal- 
lenges for retailers this summer. It is essential that retailers re- 
ceive as granular information as possible from NTIA about the sta- 
tus of coupon distribution and redemption. Retailers are doing all 
they can to provide converter boxes to consumers, even when a par- 
ticular store inventory is low. RadioShack has a program called Di- 
rect-To-You. This program allows our corporate stores to place or- 
ders from a central fulfillment center in the event the store is out 
of stock. When an order is placed, the consumer will receive the 
converter box free of any delivery charge. As we announced in Feb- 
ruary, the company also created a dedicated, toll free number 1- 
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877-RSD-TV4U for orders. Other retailers have similar toll free 
numbers. 

I would be remiss if I did not mention our concern about con- 
sumers who fail to redeem coupons before expiration. There are a 
number of solutions, but they present challenges of their own at 
this time in the program. RadioShack’s solution will be to continue 
our aggressive support of our Direct-To-You option if we encounter 
inventory issues within our stores. 

Second, when RadioShack testified in February we mentioned 
that unforeseen cost that results from a 5 percent tariff that the 
U.S. Customs has imposed on the importation of coupon eligible 
boxes. Retailers believe it is inappropriate for the government to 
subsidize the purchase of these converter boxes and then tax their 
importation. This inequity is even more apparent and problematic 
as retailers and manufacturers may need to pay premium freight 
costs to meet consumer demand. 

Recently, Representatives Kind and Brady introduced a bill, H.R. 
5635, to waive the tariff, and I would hope that members of this 
committee will cosponsor this urgent legislation and work for its 
passage. 

Third, RadioShack and other large retailers are preparing to ac- 
commodate the September 8th transition in Wilmington. We have 
adjusted in store signage and materials in this market and are par- 
ticipating in community and store events managed by the FCC. In 
sum, we believe retailers will be prepared. 

Fourth, we continue to believe that consumer education is the 
most important component of digital transition. RadioShack and 
other members are implementing detailed bilingual education 
plans, including media, signage, training, and outreach efforts. 
Even the packaging of our newly analog pass-through box is fully 
bilingual. RadioShack continues to make significant efforts to train 
its sales associates on the why, the when, and the how concerning 
this critical transition. All forms of communication emphasize to 
our employees the need to ask consumers the right questions. 

RadioShack is also participating in a number of community out- 
reach efforts. We are very pleased today to announce that 
RadioShack and the American Library Association are partnering 
to conduct joint community outreach sessions throughout the coun- 
try. 

Mr. Markey. It you could summarize, please. 

Mr. Ripperton. RadioShack has also held a number of events 
with NTIA, the Department of Commerce, and the FCC, with more 
events planned this year. On behalf of RadioShack and as a mem- 
ber of CERC, I appreciate the opportunity to testify on our contin- 
ued role in the transition to digital television. 

[The prepared statement of Mr. Ripperton follows:] 



174 


Testimony of John Ripperton 
Senior Vice President, Supply Chain Management 
RadioShack Corporation 
Before the 

House Committee on Energy & Commerce 
Subcommittee on Telecommunications and the Internet 
June 10, 2008 

Good Morning. My name is John Ripperton. I am the Senior Vice President for Supply 
Chain Management at RadioShack. With just eight months until February 17, 2009, we’re 
grateful for a chance to update the Subcommittee again on the involvement of RadioShack and 
other retailers in the transition to digital television and in particular, the implementation of the 
National Telecommunications and Information Administration’s (NTIA) converter box coupon 
program. I am appearing this morning on behalf of RadioShack. Radioshack is also a member of 
the Consumer Electronics Retailers Coalition (CERC), which in addition to RadioShack, 
includes as its members, Amazon.com, Best Buy, Circuit City, Hephner TV, K-Mart, Sears, 
Target and WalMart, as well as three major retail associations - the North American Retail 
Dealers Association (NARDA), the National Retail Federation (NRF) and the Retail Industry 
Leaders Association (RILA). 

Background on RadioShack and Retail Involvement in the Transition since February 

RadioShack is a major consumer electronics retailer with 4,400 corporate-owned stores 
and another 1,500 dealer stores located throughout all fifty states, the District of Columbia and 
Puerto Rico. With so many stores, we consider ourselves to be community and neighborhood 
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retailers - this quality is a significant attribute in aiding in the digital transition. RadioShack is a 
primary resource to consumers for devices and accessories that provide household connectivity 
and networking, and this marketplace role is also proving to be invaluable to the consumer 
during the digital transition. 

As you know, RadioShack has remained steadfast in its commitment to the transition and 
the converter box coupon program since its inception. We were early proponents of setting a 
hard date for the digital transition. RadioShack has testified before this Committee on three prior 
occasions, and we have advised on how to create a program that will reach out to consumers who 
might not otherwise be able to transition smoothly. Because of its response to the many issues 
and hurdles presented, RadioShack is proud of its continued commitment and is enthusiastic 
about the transition and the converter box program. We’ve been selling converter boxes since 
the coupons became available in February, and we are hearing very positive feedback from our 
customers. The converter box provides over-the-air households with an outstanding digital 
experience in picture quality and for many households it allows for an increase in the number of 
stations available. 

RadioShack is not alone in its efforts and commitment. When we testified before the 
Subcommittee in February, there were approximately 250 certified retailers in the converter box 
program. That number has presently increased to approximately 1 ,735 participating retailers, 
with 19,178 locations throughout the country. As I mentioned, RadioShack has 4,400 corporate 
locations. 

Since the hearing in February, there have been many significant developments important 
to the transition. 

• The NTIA sent coupons out to households and together, retailers, including RadioShack, 

were ready to meet the initial demand; 
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• Retailers and the NTIA’s contractor, CLC, began the successful use of our modified 
point-of-sales (POS) systems for coupon sale transactions; 

• The Federal Communications Committee (FCC) released and implemented its consumer 
education order; and 

• The FCC announced that Wilmington, North Carolina will be the site of a pilot program 
under which the transition will be completed there by September 8 lh of this year. 

In addition, many challenges remain. I’ll mention three: First, RadioShack believes that 

the demand for converter boxes is higher at this time than was anticipated. As consumers are 

being educated and seeing the amazing quality of digital television, even at the level of standard 

definition, their interest in the converter boxes and coupons is increasing. Second, retailers 

continue to address concerns raised for those households that watch low power television 

(“LPTV”) stations that will not convert to digital next year. And finally, the five percent tariff 

that the Administration requires manufacturers and retailers to pay to import the converter boxes 

adds undue cost, works against the federal policy underlying the program, and threatens retailer 

ability to satisfy demand. 

Even with these developments and challenges, I am happy to report that RadioShack’s 
experience to date has been extremely positive. I am going to focus the remainder of my 
testimony on four areas. These include an update on the significant inventory issues presented 
for the remainder of the coupon program, problems that result from having a tariff imposed on 
this product, steps being taken specific to Wilmington’s early transition, and our continued 
consumer education efforts. 
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Current Inventory Challenges 

As of June 4, the NTIA’s website indicates approximately 14.6 million coupons have 
been mailed, 2.7 million have been redeemed and 490 thousand coupons have expired - 1 1 .4 
million coupons remain active in the marketplace. The NTIA statistics also indicate that an 
average of 104 thousand requests for coupons are placed daily, and that these total numbers to- 
date represent about two-thirds of the coupons that may be issued with the funds existing under 
current law. These statistics demonstrate the extraordinary interest consumers are showing in 
digital television and the demand on the coupon program. However, these statistics also indicate 
that there may be significant demand placed on inventory during the next few months, as 
consumers use their coupons before they expire. 

Retailers also continue to be faced with product adjustments to accommodate the many 
LPTV broadcasters that will not participate in the transition to digital broadcasting next 
February. In light of the concerns raised regarding this issue, manufacturers and retailers have 
been working with the NTIA on the approval of boxes with analog pass-through capability. To 
date, the NTIA has approved 23 such models. Last week, RadioShack announced that it is now 
among the first national retailers to have analog pass-through boxes arriving in stores. The boxes 
are also now available through our Direct-to-You program. These boxes will shortly thereafter 
replace our non-pass-through box inventory as it sells through. In other words, by mid- June, 
RadioShack will likely only be selling analog pass-through boxes. 

The pent-up demand for converter boxes, combined with the unanticipated interest in 
providing analog pass-through boxes, may present challenges for retailers this summer. Let me 
discuss a few steps that should help ensure that the smooth operation of the coupon program 
continues as well as potentially mitigating inventory shortages around the country. 
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First, it is essential that retailers receive as granular information as is possible from the 
NTIA and its contractors about the status of coupon distribution and redemption. Since your 
February hearing, the NTIA has been extremely helpful in providing coupon distribution data by 
five-digit zip code on a weekly basis. With the first set of coupons now expiring, it is extremely 
important that the NTIA provide retailers data about redemption and coupon expiration at the 
same level of granularity. This is particularly important right now so that retailers can 
appropriately target shipment of their inventory to the areas that have the most active coupons. 
We are working with the NTIA and CLC on this issue and we believe that we will begin 
receiving the necessary redemption and expiration data very soon. 

Second, RadioShack and other retailers are currently doing all they can to provide 
converter boxes to customers, even when a particular store’s inventory is low. RadioShack has a 
program called Direct-to-You. This program allows sales associates in any of our corporate 
stores to place orders for converter boxes from a central fulfillment center in the event the store 
is out of stock. RadioShack has been careful to maintain inventory in this site (although even 
this option can experience inventory challenges) for this purpose and when an order is placed, 
the customer will receive the converter box at their choice of either their home or their 
supporting store, free of any delivery charge. As we announced in February, the company also 
created a dedicated toll-free number for the Direct-to-You program (1-877-RS-DTV4U) so that 
persons who are disabled or infirm can place an order directly over the phone from their homes, 
again without having to pay any delivery fee. Other retailers have similar toll free numbers. We 
know that our Direct-to-You program is clearly serving its role in filling many inventory gaps, as 
well as providing access to those who might not reach our stores. 
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As I have said, RadioShack believes that the extensive consumer education over the last 
few months and growing interest and awareness of the benefits to digital television will result in 
increased redemption rates for coupons. However, I would be remiss if I did not mention our 
concern about consumers who request coupons, but fail to use their coupons before expiration, 
either because of early marketplace confusion or because of possible inventory challenges. 

Extending the 90 day expiration period or reissuing new coupons upon the request of 
those households whose coupons have expired would provide relief but we also understand that 
these options present many challenges of their own, particularly at this time in the program. 
RadioShack’s solution will be to continue our aggressive support of our Direct-To-You option 
that we have discussed in our previous testimony if we encounter inventory issues within our 
stores. 

Unforeseen Tariff on Imported Converter Boxes 

When RadioShack testified in February, we discussed a number of issues that affect the 
cost of the converter boxes. We mentioned in particular an unforeseen cost that results from a 
five percent tariff that U.S. Customs has imposed on the importation of coupon-eligible 
converter boxes. Retailers believe that it is inappropriate for the government to subsidize the 
purchase of these converter boxes and then tax their importation. Since February, we and other 
retailers have been working with Members of Congress on legislation to waive this tariff and 
recently Representatives Ron Kind and Kevin Brady introduced a bill, H.R. 5635. The impact of 
this importation tax will become increasingly problematic as retailers and manufacturers may 
need to pay premium freight costs to meet consumer demand for the converter boxes. I hope that 
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Members of this Committee will consider becoming cosponsors of this legislation and work for 
its passage as quickly as possible. 

RadioShack and Other Retailers are Preparing for the Early Transition in Wilmington. North 
Carolina 

Although we had not planned for an early transition pilot, RadioShack and other large 
retailers are preparing to accommodate the September 8 th transition date in the Wilmington 
market. RadioShack has 38 corporate owned stores and four dealer stores participating in the 5 
counties where the FCC is focused. We have an additional 27 dealer stores within a 150 mile 
radius of Wilmington. We are working to make sure that all of our corporate and dealer stores in 
this area maintain inventory. We are also very focused on ensuring that analog pass-through 
boxes are available in the Wilmington area in a timely manner to minimize any confusion for any 
viewers of LPTV power stations. As I mentioned above, those boxes will be available in 
RadioShack stores this week. In order to respond to demand and to control inventory, it will be 
particularly helpful and important to know how the NTIA is managing coupon requests from 
Wilmington households, and to know the specific coupon distribution and redemption rates in 
this market between now and September. 

As I will outline below, large retailers tend to advertise and educate customers on a 
national basis, and we have had to adjust our consumer education plans to accommodate the 
early transition date in Wilmington. RadioShack has redone all of its in-store signage and 
materials in the Wilmington area to inform its customers of the September 8 th deadline and other 
CERC members are similarly revising their local signage. In addition, RadioShack participated 
with other retailers in the FCC’s town hall meeting in May and on May 31 st , hosted FCC staff in 
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one of our Wilmington stores to provide customers additional information about the transition. 
Best Buy and Circuit City held similar sessions at their Wilmington stores as well. 

RadioShack and the other CERC members believe we will be prepared to provide 
converter boxes and information to our customers in advance of the September 8* transition. 

Status Update on Consumer Education Efforts 

RadioShack continues to believe that consumer education is the most important 
component of the digital transition. At the hearing in February, RadioShack provided a 
comprehensive outline of its consumer education activities and those of other CERC members. 
Since February, those activities have continued and expanded. For our part, RadioShack and 
other CERC members are continuing to implement detailed education plans. Our plans focus on 
consumer education in our stores, on our websites and in media. We are also each actively 
involved in ensuring that our sales force is appropriately trained to answer customers’ questions 
about the transition, to inform each customer of their options, and to assist them in any purchase 
they may need to make. I provide the following outline of RadioShack’s continued efforts. 
Consumer Education through Media, the Internet and Signage 
RadioShack has implemented detailed public education plans to notify consumers of the 
digital transition generally and to inform them of the possible need to purchase a converter box. 
RadioShack’s plan includes the following activities, all of which are ongoing: 

• RadioShack updated its website to include dedicated space at www.radioshack.com/dtv 
to explain the transition and the coupon program and to answer frequently-asked 
questions (including information for LPTV viewers). The site also includes links to the 
relevant government websites and CERC/CEA/FCC’s DTV tip sheet. 
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• RadioShack is providing notifications about both the transition and the coupon program 
through millions of RadioShack’s direct mail flyers and newspaper inserts throughout the 
year. 

• RadioShack stores have educational brochures on the solutions available for the transition 
in both English and Spanish. 

• Since February 1 9 th , every receipt printed in a RadioShack store includes an alert to 
customers about the digital transition, the availability of converter boxes at RadioShack 
and both websites www.radioshack.com/dtv and www.dtv2009.gov. 

• RadioShack placed window signage in each store in March announcing the availability of 
coupon eligible converter boxes. There will be signs placed in store windows regarding 
the transition at various key times throughout the program. 

• RadioShack stores have point of purchase signage co-Iocated with the coupon eligible 
converter boxes notifying customers of the transition and availability of coupon eligible 
converter boxes. 

• The packaging on most of our converter boxes indicates that they are coupon eligible. 

• Our analog pass-through boxes have bilingual installation instructions on both the 
packaging and manuals. 

• RadioShack creates its press materials in both English and Spanish, including press 
releases, audio podcasts and how-to documents. 

• At the end of April, RadioShack placed additional media to inform consumers about the 
transition in radio, online and additional print. 

• RadioShack continues to investigate other media opportunities to reach vulnerable 
communities, such as the elderly, Hispanic and rural. 

Training of Sales Associates 

RadioShack believes that our sales associates are an extremely important part of the 
consumer education process. Thus, RadioShack continues to make significant efforts to train its 
sales associates to deal with the digital transition and the coupon program. These efforts include 
educating sales associates about the details of the digital transition - the “why, when and how” 
the transition is occurring; processes relating to converter box coupon sales; consumer questions 
about what products are needed or optional depending on individual circumstances; information 
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regarding the special circumstances of over-the-air viewers of low-power television; and proper 
installation information. 

RadioShack headquarters trains and communicates with its store managers and 
employees through several different means. 

• First, RadioShack is continuing to provide its online training for all current and new 
employees on many different product lines and technologies. It has a number of 
training sites dedicated to the digital transition, digital television products, and the 
coupon eligible converter box. At the end of the online training course for the converter 
box, employees are required to take a test. RadioShack monitors the test completion 
rate for each store and each store employee must pass. 

• Second, in addition to our online training program, RadioShack conducts RadioShack 
TV broadcasts with its store managers and sales associates. Since February, 

RadioShack has completed multiple segments on the transition and coupon program 
with our store managers. 

• Third, RadioShack distributes DTV information updates directly to its stores on a daily 
and/or weekly basis. Since February, RadioShack has used its publication, “RadioShack 
Today,” to provide significant updates to our stores. 

All of these forms of communication emphasize to our employees the need to ask 
customers the right questions in order to make sure the consumer makes the best purchase 
decision for their particular television viewing needs. RadioShack also provides all of its 
training and educational materials to its dealer stores. Each dealer then makes its own 
determination as to how they are used. 

Community Outreach 

RadioShack is also participating in a number of community outreach efforts. The 
company is using public relations outlets and other methods to ensure the conversion is 
effectively communicated to news media and customers alike. RadioShack has held dozens of 
media interviews and demonstrations in stores throughout the country this year to educate 
communities on the transition. In addition, RadioShack held two joint press conferences at our 
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headquarters store, Store One, one with the NTIA March 3 1 and the other with Commerce 
Secretary Gutierrez. And, as I already noted, participated with the FCC in two events in 
Wilmington, North Carolina. We are currently working with the FCC to schedule additional 
outreach events this summer in the Northwest, and then throughout the country. We are aware 
that several other CERC members are planning similar outreach activities. 

Finally, RadioShack is pleased to announce today that it has entered into a relationship 
with the American Library Association to conduct joint community outreach sessions at libraries 
throughout the country between now and next February. We are also providing our store 
managers with the tools to enable them to conduct additional educational outreach efforts in their 
local communities. 

Additional Government Oversight 

Since February, the FCC has also imposed new government requirements and retailers 
have responded to those accordingly. The FCC issued a consumer education order initially on 
March 3rd and recently revised it to address concerns CERC and CEA raised relating to its scope 
and applicability to retailers. In summary, the final Order requires that television receivers and 
certain related devices manufactured between May 30 111 of this year and March 3 1 s ' of next year 
include notices in or on the packaging regarding the effect of the transition on those products. 

To the extent that retailers may be responsible parties for the importation of these products, 
CERC members are mindful of our commitment to ensure compliance with this requirement. 

The order also requires each member of the DTV Coalition, which includes CERC and 
RadioShack, to file quarterly updates with the FCC reporting their individual consumer 
education activities. Finally, the Order announced that the FCC Enforcement Bureau will 
regularly visit retail stores to assess employee training and consumer education efforts with 
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respect to the coupon program and report on these to the NTIA. These visits are in addition to 
oversight and visits by the FCC’s Consumer and Governmental Affairs Bureau, the NTIA and 
the media. 

RadioShack is proud of its consumer education efforts and I would like to emphasize the 
continued extraordinary effort by all retailers in this regard. The retailer employee base is not 
static. RadioShack continuously trains it workforce of more than 30,000 retail employees and 
staff. These training efforts are being done with the added pressure of knowing that many 
government agencies, Congress, consumer groups and the media are watching to be sure we get 
it right. Our primary goal is to satisfy individual customer needs and to that end, we continue to 
put our best efforts forward. 

Conclusion 

On behalf of RadioShack, as a member of CERC, I appreciate the opportunity to testify 
on our continued role in the transition to digital television. I am happy to answer any questions 
that you may have. 
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Summary of Testimony of John Ripperton 
Senior Vice President, Chain Management 
RadioShack Corporation 
June 10, 2008 

With the DTV transition date just eight months away, RadioShack provides an update on 
the involvement of RadioShack and other retailers in the transition and NTIA’s converter box 
coupon program. RadioShack and other members of the Consumer Electronics Retailers 
Coalition are pleased to be active participants in the coupon program. The program thus far 
demonstrates the tremendous consumer interest in digital television. My testimony provides 
the following report on the program and our efforts to date. 

RadioShack’s 4,400 corporate stores and more than 1 ,000 dealer stores throughout the 
U.S. have been selling converter boxes since coupons became available in February. We are 
pleased to report that our Point-of-Sale systems are running smoothly with the program. 

Retailers continue to address concerns raised by low-power television broadcasters. 
RadioShack is pleased to announce that it now has analog pass-through boxes in its stores and 
Direct-to-You program and that these boxes will shortly replace our entire inventory. 

The initial and now steady demand for coupons demonstrates that consumers are 
impressed by the benefits of digital television and the quality of the converter boxes being 
offered. This demand requires all of us, including the NTIA, to ensure that we do all we can 
to meet those inventory needs. We emphasize the need for receipt of robust and granular 
redemption data to direct converter box distribution. RadioShack will continue to focus its 
attention on our Direct-to-You program to assist in providing consumers a viable and easy 
option for coupon redemption if inventory is temporarily out of stock in our corporate stores. 

Retailers are in urgent need of relief from the government-imposed five percent tariff on 
imported converter boxes. The inequity presented with a tariff on a government-subsidized 
product is even more apparent with the current stress on demand that requires some retailers 
to pay premium freight charges. Those freight costs are heavily impacted by fuel surcharges 
now imposed by carriers. 

Retailers have readjusted our consumer education efforts in Wilmington, NC and are 
working closely with the FCC on community and store events to ensure a smooth September 
transition there. 

And, nationally, retailers continue to train our sales associates and to use other means by 
which to educate consumers about the transition and converter box program. 
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Mr. Markey. Thank you, Mr. Ripperton, very much. 

Our final witness is Mr. Eric Rossi, who is Senior Product Man- 
ager from the Nielsen Company. We welcome you. 

STATEMENT OF ERIC ROSSI, SENIOR PRODUCT MANAGER, 
MEDIA PRODUCT LEADERSHIP, THE NIELSEN COMPANY 

Mr. Rossi. Thank you, Chairman Markey, members of the sub- 
committee. As you said, my name is Eric Rossi and my title is Sen- 
ior Product Manager of Media Product Leadership for the Nielsen 
Company. I appreciate your invitation to appear before you today. 

As you know, Nielsen provides audience measurement services 
for the television industry in the United States through Nielsen 
Media Research, which produces what is commonly known as the 
Nielsen rating. I am here today in my role as the Director of 
Nielsen’s various efforts to prepare for the 2009 digital transition. 

For more than 2 years Nielsen has undertaken a variety of ini- 
tiatives to ensure that we remain fully capable of providing the in- 
dustry highly accurate audience measurement data and analysis as 
the Nation moves from the analog to the digital world of television. 

As part of our efforts, Nielsen has conducted several surveys and 
studies to determine the digital readiness of U.S. households, both 
nationally and at the local level in the Nation’s 56 largest tele- 
vision markets where we have ongoing electronic measurements. 
Nielsen’s information on readiness has the advantage of being 
based on visits by Nielsen staff to our existing homes and metered 
samples throughout the country. This allows us to accurately tally 
the readiness of the equipment in the home rather than relying on 
self reporting as some other surveys must do. 

We released the latest of these surveys late last month, and the 
findings in this report is the basis of my testimony today. The full 
report has been submitted to the subcommittee as part of my testi- 
mony. 

The methodology employed in compiling the report is the same 
as we use in our regular reports on television viewing by the Amer- 
ican public. Detailed explanations of the methodology used are also 
included in the full report submitted to you. We believe our esti- 
mates will give you the most accurate picture available on the cur- 
rent status of digital readiness. This is not a prediction of what 
Nielsen thinks will happen on February 18th, 2009, it is a report 
on the current state. Our tracking this data over the current com- 
ing months will allow the industry to determine the efficacy of the 
education effort as a proportion of unready homes in our sample 
shrinks. 

Let me give you the highlights of the report. Based on the 
Nielsen estimates, 9.4 percent of all U.S. households are completely 
unready for the transition. That means in these households there 
are no television sets currently capable of receiving digital broad- 
cast television signals. We found that 12.6 percent of all U.S. 
households are partly unready, which means that the household 
has at least one set that is capable of receiving digital broadcast 
television signals and one set that is not. So with a combined num- 
ber of completely unready households and partly unready, we 
found that 78 percent of all households are completely ready for the 
digital transition. 
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In our examination of local markets to determine digital readi- 
ness we found wide gaps between communities that are completely 
ready for the transition and communities that are less prepared for 
the switch. Among the markets least prepared for the transition is 
Milwaukee, where 18.3 percent of the households are completely 
unready. In Salt Lake City 18 percent of households are completely 
unprepared for the transition, while 17.3 percent of Portland, Or- 
egon’s households are completely unprepared. Other markets where 
the number of completely unprepared households range from 17 to 

14.2 percent are Houston, Minneapolis, Dallas-Ft. Worth, Cin- 
cinnati, St. Louis, and Albuquerque. 

At the other end of the spectrum is Hartford-New Haven, where 
3.1 percent of households are completely unready for the transition. 
That figure is 3.8 percent in New York, 4.1 percent in Atlanta, and 
4.4 percent in Ft. Myers. In several markets the percentage of 
households range from 4.5 to 5.5 percent, and those cities include 
Boston, West Palm Beach, Charlotte, Philadelphia, New Orleans, 
and Washington, D.C. 

As we do in our regular reporting under the viewing habits of tel- 
evision audiences, we looked at demographic data and ethnic audi- 
ences in our study of digital readiness. With regard to age we 
found that males and females 18 to 24 are the demographic group 
that would be most impacted if the digital transition occurred 
today. While these groups make up 4.9 percent and 4.6 percent, re- 
spectively, of households with persons 2 years old and older, these 
same groups represent 6.2 and 5.5 percent of households with per- 
sons 2 years and older who live in completely unready households. 

In terms of ethnicity, Hispanic households would be most im- 
pacted if the DTV transitioning occurred today. While Hispanics 
comprise 11.3 percent of total U.S. households, 19.9 percent of com- 
pletely unready households are Hispanic. It is worth noting that 

10.3 percent of completely ready households speaks Spanish only, 
a figure that is 5 times the percentage of households in the U.S. 
where only Spanish is spoken. For African Americans, who rep- 
resent 12.1 percent of total U.S. households, 16.3 percent of those 
households are completely unready for the transition. 

Finally, we analyzed viewing to unready sets and determine that 
unready sets account for 7.5 percent viewing television usage dur- 
ing the day. Television usage to unready sets represented 8.1 per- 
cent of all television usage during prime time and daily tuning 
within a completely unready household averages 6.9 hours, while 
daily tuning to completely unready households averages 8.7 hours. 

Over the next 7 months we plan to release updated reports on 
the digital television transition, and we will share them with you, 
the television industry, and other interested parties. 

I look forward to answering any questions to clarify my testi- 
mony, and again thank you for the opportunity to appear today. 

[The prepared statement of Mr. Rossi follows:] 

Statement of Eric Rossi 

Chairman Markey, members of the subcommittee. My name is Eric Rossi and my 
title is Senior Product Manager, Media Product Leadership for the Nielsen Com- 
pany. I appreciate your invitation to appear before you today. 
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As you know, Nielsen provides audience measurement services for the television 
industry in the United States through Nielsen Media Research, which produces 
what is commonly known as the Nielsen Ratings. I am here today in my role as 
the director of Nielsen’s various efforts to prepare for the 2009 digital television 
transition. For more than 2 years, Nielsen has undertaken a variety of initiatives 
to ensure that we remain fully capable of providing the industry highly accurate au- 
dience measurement data and analysis as the nation moves from the analog to the 
digital world of television. 

As part of our efforts, Nielsen has conducted several surveys and studies to deter- 
mine the digital readiness of U.S. households, both nationally and at the local level 
in the Nation’s 56 largest television markets where we have ongoing electronic 
measurement. Nielsen’s information on readiness has the advantage of being based 
on visits by Nielsen staff to our existing homes in our metered samples throughout 
the country. This allows us to accurately tally the readiness of the equipment in the 
home rather than relying on self-reporting as some other surveys must do. 

We released the latest of these surveys late last month and the findings in this 
report are the basis of my testimony today. The full report has been submitted to 
the subcommittee as part of my testimony. The methodology employed in compiling 
the report is the same as we use in our regular reports on television viewing by 
the American pubic. Detailed explanations of the methodology used are also in- 
cluded in the full report submitted to you. We believe our estimates will give you 
the most accurate picture available on the current status of digital readiness. 

This is not a prediction of what Nielsen thinks will happen on February 18, 2009. 
It is a report on the current state. Our tracking of this data over the coming months 
will allow the industry to determine the efficacy of the education effort as the pro- 
portion of unready homes in our sample shrinks. 

Let me give you the highlights of our report. 

Based on the Nielsen estimates, 9.4% of all U.S. households are completely un- 
ready for the digital television transition. That means that in these households, 
there are no television sets currently capable of receiving digital broadcast television 
signals. 

We found that 12.6% of all U.S. households are partly unready, which means that 
the household has at least one set that is capable of receiving digital broadcast tele- 
vision signals and at least one set is not. 

So, with the combined number of completely unready households and partly un- 
ready household, we found that 78% of all households are completely ready for the 
digital transition. 

In our examination of local markets to determine digital readiness, we found wide 
gaps between communities that are completely ready for the transition and commu- 
nities that are less prepared for the switch. 

Among the cities least prepared for the transition is Milwaukee, where 18.3% of 
the households are completely unready. In Salt Lake City, 18% of households are 
completely unprepared for the transition while 17.3% of Portland, Oregon’s house- 
holds are completely unprepared for the transition. 

Other cities where the number of completely unprepared households ranged from 
17% to 14.2% are Houston, Minneapolis-St. Paul, Dallas-Ft. Worth, Cincinnati, St. 
Louis, Tulsa, and Albuquerque-Santa Fe. 

At the other end of the spectrum is Hartford & New Haven, where 3.1% of house- 
holds are completely unready for the transition. That figure is 3.8% in New York, 
4.1% in Atlanta, and 4.4% in Ft. Myers-Naples. In several cities, the percentage of 
households that are completely unready range from 4.5% to 5.5%. Those cities in- 
clude Boston, West Palm-Beach-Ft. Pierce, Charlotte, Philadelphia, New Orleans, 
and Washington, DC (Hagerstown). 

As we do in our regular reporting on the viewing habits of television audiences, 
we looked at data on demographic groups and ethnic audiences in our study of dig- 
ital readiness. 

With regard to age, we found that males and females ages 18-24 are the demo- 
graphic group that would be most impacted if the digital transition occurred today. 
While males and females ages 18-24 make up 4.9% and 4.6% respectively of house- 
holds of persons two years old and older, these same groups represent 6.2% and 
5.5% of households of persons 2 years old and older who live in completely unready 
households. 

In terms of ethnicity, Hispanic households would be most impacted if the DTV 
transition occurred today. While Hispanics comprise 11.3% of total U.S. households, 
19.9% of completely unready households are Hispanic. And, it is worth noting that 
10.3% of completely unready households speak Spanish only, a figure that is five 
times the percentage of households in the U.S. where only Spanish is spoken. For 
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African Americans, who represent 12.1% of the total U.S. households, 16.3% of 
households are completely unready for the transition. 

Finally, we analyzed the viewing to unready sets and determined that unready 
sets accounted for 7.5% of television usage during the day. Television usage to un- 
ready sets represented 8.1% of all television usage during primetime. And, daily 
tuning within a completely unready household averages 6.9 hours, while daily turn- 
ing to completely ready households averages 8.7 hours. 

It is important to note that the information offered here today is a snapshot of 
what the digital readiness picture looks like currently. As we get closer to the DTV 
transition date, households will surely upgrade their television equipment at an ac- 
celerated rate. And, over the next 7 months, Nielsen will continue to monitor the 
types of television equipment Americans are using and purchasing. We plan to re- 
lease updated reports on the digital television transition and we will share them 
with you, the television industry and other interested parties. I look forward to an- 
swering your questions to clarify my testimony and again thank you for the oppor- 
tunity to appear today. 


Major Testimonial Points 

Highlights of Nielsen’s Report on America’s Readiness for the DTV Transition: 

Overall DTV Preparedness: 

• 9.4% of all U.S. households are completely unready for the digital television 
transition; 

• 12.6% of all U.S. households are partly unready for the digital television transi- 
tion; 

• 78% of all households are completely ready for the digital transition; 

• Wide gaps exist between communities that are completely ready for the transi- 
tion and communities that are less prepared for the switch. 

DTV Preparedness By City: 

• The least DTV transition prepared cities: Milwaukee (18.3% of the households 
are completely unprepared); Salt Lake City (18% unprepared); Portland (17.3%); 

• Cities where unprepared range from 17.2%-14%: Houston, Minneapolis-St. Paul, 
Dallas-Ft. Worth, Cincinnati, St. Louis, Tulsa and Albuquerque-Santa Fe; 

• Better prepared cities include: Hartford & New Haven (3.1% of households un- 
ready for the transition; New York (3.8%), Atlanta (4.1%); Ft. Myers-Naples (4.4%). 
Cities where unready range from 4.5% to 5.5% include Boston, West Palm-Beach- 
Ft. Pierce, Charlotte, Philadelphia, New Orleans and Washington, DC (Hagerstown). 

DTV Preparedness By Demography: 

• Males and females ages 18-24 are the demographic group most impacted if the 
digital transition occurred today. Males and females ages 18-24 are 4.9% and 4.6% 
respectively of households of persons two years old and older, and 6.2% and 5.5% 
of households of persons two years old and older who live in completely unready 
households. 

• Hispanic households would be most impacted if the DTV transition occurred 
today. Hispanics comprise 11.3% of total U.S. households, but 19.9% of completely 
unready households. Note that 10.3% of unready households speak Spanish only, 
five times the percentage of Spanish-only households in the U.S. 

• African Americans represent 12.1% of the total U.S. households, but 16.3% of 
completely unready households. 

• Unready sets accounted for 7.5% of daily television usage during the day, 8.1% 
during primetime. Daily tuning within completely unready households averages 6.9 
hours, 8.7 hours in completely ready households. 


Mr. Markey. Thank you. 

Did you say the digital ready homes, that it is 8.9 hours per day 
the TV set is on? 

Mr. Rossi. Yes. 

Mr. Markey. And if you slept 8 hours 

Mr. Rossi. 8.7 percent. 

Mr. Markey. No, you said 8.6 hours. 
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Mr. Rossi. Yes, hours, 8.7 hours per day in a ready household. 

Mr. Markky. Digital ready household 

Mr. Rossi. Yes. 

Mr. Markky. Eight hours of sleep. 

Mr. Rossi. Eight hours of work. 

Mr. Markey. Something’s got to go there. I don’t think it is going 
to be the digital TV. Something is going. I will recognize myself 
and the gentleman from Texas, and it looks like we have a panel 
to ourselves here. 

Let me go back to you, Mr. Romeo. You heard Dr. McGuire-Ri- 
vera on the first panel discuss the issue of administrative funds 
and also the cost should it prove necessary or advisable to allow 
NTIA to reissue coupons to consumers who have seen them expire 
without being able to redeem them. That is people who walked into 
stores in the first 90 days and there were no — not because of the 
consumer, but because of the store or because of something the con- 
verter boxes were not there. And now their coupon has expired. 

So could you discuss the issues and the cost here? The Adminis- 
trator, the Acting Administrator really didn’t sound very optimistic 
here about the relationship between the cost of reissuing and the 
likelihood that the consumer will ever be able to get a converter 
box. 

Mr. Romeo. Sure, I would be happy to comment. First on the 
reissuance of the coupons. I think in the discussion earlier it was 
talked about eliminating the expiration date. I think that is much 
different than allowing a reissuance of the coupon. 

Mr. Markey. Would you favor that? Doing away with the expira- 
tion date? 

Mr. Romeo. From a program perspective it would be more expen- 
sive to handle it than reissuing coupons. 

Mr. Markey. It would be more expensive just to — it is — I am 
sorry, which way is more expensive? 

Mr. Romeo. If you just eliminate the expiration date. The prob- 
lem is that — 

Mr. Markey. Which way is more expensive? 

Mr. Romeo. Elimination of the expiration totally now that the 
coupons are out there. So if you allowed reissuance of coupons, 
what would happen is your coupon would expire, you would be al- 
lowed to order another set of coupons and I assume if funds were 
available then you would be allowed to get additional coupons. 

Mr. Markey. So are you in favor of reissuing coupons? 

Mr. Romeo. We can do whatever the law allows. 

Mr. Markey. No, I understand that, but you are here as the ex- 
pert panel, you see people, you can feel what their problems are. 
You are back here, Mr. Romeo. You’re here to tell us what makes 
the most sense, not what does Congress think you should do. You 
are supposed to be telling us what you think we should be telling 
you or telling the Administrator to do. Do you think it makes sense 
to reissue the coupons, yes or no? 

Mr. Romeo. Yes. 

Mr. Markey. Let’s go down the panel and we are going to ask 
that question. Do you think it makes sense to reissue the coupons, 
Ms. Cannon? 

Ms. Cannon. Yes. 
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Mr. Lloyd. Yes. 

Mr. McTear. Yes. 

Mr. Ripperton. Yes. 

Mr. Rossi. I don’t have an opinion on that. 

Mr. Markey. Don’t have an opinion, OK. So 7, 0, and 1 there. 
What is the cost of that, Mr. Romeo? 

Mr. Romeo. Well, the cost of issuing the coupons. So when we 
were asked to bid on the original contract there were 33 million 
coupons to be shipped. Those 33 million coupons will be shipped by 
the end of October. So any additional shipping of coupons comes 
with a cost. So the administrative funds that were programmed 
were for 33 million coupons. I — my estimate now given the current 
burn rate is that at the end of October 33 million coupons will have 
been shipped. 

Mr. Markey. OK. 

Mr. Romeo. So that leaves from October to the end of February 
with as far as what we are contracted to do on funded shipping of 
coupons. 

Mr. Markey. On funded. What do you think that cost will be? 
Give us a ball park figure. It doesn’t have to be Fenway Park, it 
could be Yellowstone Park, but just give us some range of what 
kind of money we are talking about here. You have the program, 
you’re running it. 

Mr. Romeo. The first thing they taught me at IBM is never give 
an unauthorized price quote, but I will give you an idea. There was 
money set aside — I believe the funding for the total administrative 
costs for the first two phases of the program was $120 million for 
33 million coupons. 

Mr. Markey. Yes. 

Mr. Romeo. If you could give me an estimate of how many cou- 
pons you think would be shipped for the program you could do the 
math yourself, 120 million 

Mr. Markey. What is a reasonable number for the shipping? 
What do you think? 

Mr. Romeo. It depends if you allow reordering of coupons. So 
current burn rate says 44 million, that is without a ramp-up at the 
end of the program and without you saying I can reorder. If you 
say that you can reorder coupons 

Mr. Markey. Could you do the math in your brain there? Or any- 
one else on the panel. Mr. RadioShack is doing it over here. He is 
multiplying right now. Do you have the answer, Mr. Ripperton? 
What does it come out to? 

Mr. Ripperton. Congressman Markey, I think the answer to the 
question at this juncture is if the demand continues to grow, we 
will be able to — unabated, we will be able to determine an answer 
fairly soon. Right now we are not positive what is happening in the 
marketplace. By that I say that there may be consumers post- 
poning decisions to acquire LCD TVs, there may be consumers that 
are deciding to not continue with the cable services and the like be- 
cause of the economy. And I think that is accelerating the demand 
for converter boxes that was not anticipated. That I believe is one 
of the dilemmas that all of us are experiencing right now. 

Mr. Markey. I understand. 
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Mr. Ripperton. We don’t know that we can give you a definitive 
answer right now, but it is a growing number. 

Mr. Markey. But you can imagine the tension in this room in a 
few more months. 

Mr. Ripperton. Yes, sir. Yes, sir. 

Mr. Markey. You will be back as a witness. 

You know the old question: Which is a bigger problem, ignorance 
or apathy? And the person says, well, I don’t know and I don’t care. 
So the problem here is that either way we are going to have an ex- 
plosive situation later on there. So it is in your interest all to know 
what the answer is. I want to say to you, Mr. Rossi, how many peo- 
ple did you say? What percent are completely unready? 

Mr. Rossi. Completely unready was 9.4 percent. 

Mr. Markey. What percent are only partially ready, what per- 
cent was that? 

Mr. Rossi. Let me check. I think it was around 12.6 percent were 
partially ready. 

Mr. Markey. So the television I have in my bathroom, that is 
just a regular analog set for the last 23 years. Looking at me, am 
I in the partially unready category? 

Mr. Rossi. If it is not hooked up to cable or satellite, yes. 

Mr. Markey. I think Nielsen’s numbers are so far off it is almost 
ridiculous that you have them here, to be honest with you, because 
there are a lot more people in that category than you think. I don’t 
think you are measuring my TV set looking at me in that bath- 
room. I think people all over the country have an extra TV set in 
some room and your number is so far off and GAO is so much clos- 
er to it. I just want to say this to you, that it is just not an accurate 
number. 

Mr. Rossi. What I can tell you is that we do in all of our sample 
homes over 30,000 metered homes, we actually send people into 
those homes to go throughout the house and catalogue every single 
set and what devices are hooked up to it, which we feel is fairly 
accurate. We have to do that, as we are entrusted to do that by our 
clients, so we have to do a good job of capturing all the viewing of 
every television set. So we feel that we have a good handle on what 
is actually happening in the household. 

Mr. Markey. I do not believe that that is accurate at all. I think 
that a very high percentage of Americans have a TV set in some 
room that is not hooked up to cable. I just think your number is 
really much well within the reality that it would bear. 

I turn now to recognize the gentleman from San Antonio, Mr. 
Gonzalez. 

Mr. Gonzalez. Thank you, Mr. Chairman. I think there is some 
agreement with the members of the committee that we have a 
problem. The question is how big a problem it is going to be and 
whether we are doing things to mitigate. Now I don’t want to put 
words in the mouths of the previous witnesses, but I didn’t get a 
sense that they are really preparing for the increased activity, and 
I will start where I started the first question with the other wit- 
nesses. 

Is there any disagreement that the greater activity regarding the 
request for the converter boxes is yet to come? Because I am not 
sure I got agreement from the first two witnesses on that basic 
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premise. And I mean I can read — I think this is Mr. Rossi’s testi- 
mony. As we get closer to the DTV transition date households will 
surely upgrade their television equipment at an accelerated rate. 
Yes, it is human nature, and we should be anticipating that. Now 
the question is are we anticipating it? I am not sure that we are. 

Now we are talking about expiration dates, so that coupons — how 
many of the coupons were actually utilized? I think it is a startling 
statistic that of the 800,000 or whatever that were issued, I think 
maybe 41, 42 out of every hundred were actually swiped. If that 
doesn’t tell you something, first of all you are going to have a real 
problem with that particular population that will be barred from 
getting the coupon for $40 for a converter box. That is a real inter- 
esting situation in and of itself. 

The other thing is I believe that Mr. Markey may be on to some- 
thing about how we gauge. I don’t want to get into the people 
meter versus diaries and Spanish-speaking households and how 
they are impacted, because I think there may be a disconnect 
there, but we can probably take that up at a different time. 

Mr. Romeo, Mr. Lloyd, and Mr. Ripperton, did you hear anything 
from the previous witnesses that addresses the concerns that you 
have expressed about the greater activity that will transpire as we 
get closer to February the 17th? 

Mr. Chairman, I wanted to point out that February 17th will 
probably take place during the Presidents Week recess when we 
are back home. We may reconsider being home during that week. 
I am not real sure you want to be that close to many of the con- 
stituents who no longer have television service. 

But going back to the question, did you hear anything about say- 
ing yes, we are going to make the adjustments, resources, plans? 

Mr. Romeo. I didn’t hear anything in the testimony. I can tell 
you that we are working with NTIA to look at the cost of shipping 
additional coupons. 

Mr. Gonzalez. Mr. Lloyd. 

Mr. Lloyd. No, I didn’t hear anything either. While we are work- 
ing with NTIA and FCC and other partners, I think our concerns 
are your concerns. We are simply not prepared for an increased de- 
mand in coupons or some of the challenges that will come when 
people get these converter boxes and try to connect them again. 

Mr. Gonzalez. Mr. Ripperton. 

Mr. Ripperton. Yes, sir, what I did hear is that NTIA was look- 
ing at the options of taking orders and how that would be man- 
aged. And what we would advocate strongly is that there be an al- 
lowance for taking orders, but in — not that that would prohibit 
fraud, because that was one of the major issues that was brought 
up and certainly we are committed to fulfilling those orders, but in- 
store and with our Direct-To-You solution as a major retailer. We 
need to satisfy our consumer demands. We need to put some guid- 
ance around how you can do that process and do it well for the con- 
sumers and your constituents. 

Mr. Gonzalez. Thank you. And I am not sure that I was hearing 
it right and of course I don’t want to again attribute any comment, 
but I think Dr. McGuire-Rivera may have alluded to the additional 
costs to allow reapplication or reissuance. And I forget the exact 
number, but she said we are just not set up to do it. But we are 



Persons Using Television (PUT) levels for Ready Sets and Unready Sets were analyzed for select demographic groups and dayparts. 
Viewing to Unready Sets comprises anywhere from 7.0% to 10,7% of total viewing depending on the demographic and daypart, in 
primetime, Teens and Persons 18-34 are the demos with the highest percentage of their viewing (9.2% and 8.4% respectively) going 
to Unready Sets. For the total day, Persons 35-54 is the demo with the highest percentage of its viewing (7,8%) going to Unready Sets. 
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+ 2* 

C 2-11 

T 12-17 
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P 18-34 
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Ready Sets 

17.3 

11.9 

11.8 

18.9 

i« ' 

18.1 

23.3 

M-Su 6a-6a 

Unready Sets 

1.4 

1 

0,9 

1.5 

1.2 

1.5 

1.8 


% of PUT to 
Unready Sets 

7.5% 

7.5% 

7.4% 

7.5% 

7.4% 

7.8% 

IllJlIllll 


Ready Sets 

12.3 

10.9 

5.1 

13.3 

9.3 

12.9 

17.8 

M-F7a-10a 

Unready Sets 

1.2 

1 

~al 

1.3 

0.9 

1.3 

1,6 


% of PUT to 
Unready Sets 

8.8% 

83% 

9,4% 

8.9% 

9.2% ; 

9.2% 

8.2% 


Ready Sets 

13.2 

10 

6.1 

14.5 

11.5. 

12,4 

20 

M-F 10a-430p 

Unready Sets 

1.2 

0.9 

0.5 

1.3 

1.1 

1.3 

1.5 

% of PUT to 

Unready Sets 

8.2% 

8.4% 

8.0% 

8.1% 

8.7% 

9.2* 
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Ready Sets 

24.6 

18.9 

17.8 

26.4 

18.6 

22.8 

38.3 

M-F 630p-7p 

Unready Sets 

2.2 

1.6 

1.7 

2.4 

1.8 

2.2 

3.3 

% of PUT to 
Unready Sets 

S.3% 

7.9% 

8.8% 

. 8.3% ' 

8.6% 

8.8% 

7.9% 


Ready Sets 

34.6 

20.8 

24.1 

38.3 

29.4 

37.4 

481 

M-Sa 8p-11p 
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3 

1.9 

2.4 

3.3 

2.7 

3.3 

3.9 

% of PUT to 
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8.1% 

8.3% 

9.2% 

3.0% 

8.4% 

82% 

7.4% 


Ready Sets 

18.2 

7.6 

13.2 

20.6 

20.2 

20.7 

21 

M-F 1130p~1a 

Unready Sets 

1.7 

0.9 

1.5 

1.9 

1.8 

2 

1.9 

% of PUT to 
Unready Sets 

8.7% 

10.7% - 

10,0% 

8.4%. 

8.2% 

8.9% 

8.3% 


ielsen 

****#*»«* Copyright © 2008 The Nwfcen Company, Aii rights reserved 





221 


In addition to analyzing total usage of Unready Sets, we also 
looked at primetime ratings of individual broadcast networks 
coming from Unready Sets and the contribution of this viewing 
to total network audience levels. In this paper, these ratings are 
summarized into two groups: English-language broadcast 
networks and Spanish -language broadcast networks. The 
analysis focuses on broadcast network viewing only because 
Unready Sets are, by definition, sets that receive over-the-air 
programming only. 


As depicted in Table 10, the percentage of primetime broadcast 
network rating going to Unready Sets ranges from 14.8% to 
32.5%, depending on the demographic. For example, 17.0% of 
the primetime Persons 2+ rating for English-language broadcast 
networks is currently going to Unready Sets. For Spanish-lan- 
guage broadcast networks, 26.8% of the primetime Persons 2+ 
rating is going to Unready Sets. As previously mentioned, it is 
important to note that a portion of this viewing to Unready Sets 
is taking place in Partially Unready households; it is likely that 
after February 17, 2009, this viewing would switch over to a 
Ready 5et already present in the household or the Unready 
Set(s) would be properly upgraded by the household. 



Wn!2s.°L r? ‘ 

f'18 24 '*36 54 

t» 55.5 




English-language 

Broadcast 

Networks* 

Ready Sets 11.2 3 4 4.4 13.4 

7.5 13.4 

191 

Unready Sets 2 3 1" 1 8 2.6 

It 2 6 

3 3 

BBBH 

frP 


Spanish- language 
Broadcast 
Networks** 

Ready Sets 1.3 n 0.9 14 

1.8 1.3 

1.1 

Unready Sets OS OS 04 OS 

07 0.5 

0.2 

?cw; ' ? S?7 

78 8% ?7.4% 


* Networks included: ABC, CBS , NBC, FOX, PAX, MNTV, CW, PBS 

** Networks included: UNIVISION, TELEMUNDO, TELEFUTURA, AZTEC A, MTV TR3S 


Nielsen will continue to provide ongoing insight about the digital readiness of U.S. households and viewing to Unready Sets in order 
to prepare television programmers, distributors and others involved in the DTV Transition, as we get closer to February 17, 2009. 
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